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Redbook... 


ONLY mass medium edited for 


the 869 billion YOUNG ADULT MARKET 


Young Adults buy more 
than Y3 of all products 


ing for the kids... 
prunny 
activity today 


REDBOOK ... 
picture Young 


or shop- 
Adult 
America in and you're 


looking 


any 


at a symbol of nearly $69 billion in 


buving power. Census figures show that the 


18 to 35 age group make up a quarter of the 


nation s families but they're responsible for a 
third of the expenditures on durable and non- 


durable commodities and services 


THE VITAL YEARS 


Redbooks 


America’s ONLY Mass Medium for Young Adults 


\ny way you look at it, that’s a lot of buy- 
ing power on the hoof. And it’s fattening up 
TV sets 


and toiletries, beverages and baby foods 


in demand for food and furniture, 


that’s necessary in the lives of 


Young 


everything 
these home-building, family-building 
Adults. 
REDBOOK with 
5,550,000 readers is the on/y mass medium 
for these 
Adult editorial and 


all part and parcel 


2.000.000 cireulation and 
edited cover-to-cover eager-to, 
have-to-buyers. Young 
advertising content are 
of their reading fare for guidance and action 
in REDBOOK. It’s their magazine! 
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2,000,000 Circulation... 


More than 5,550,000 Primary Readers 


VicCalls 


UP.. UP. UP ... goes McCall’s circulation ... not for 


just a month or a quarter or even a 6-month period... 
but spectacularly, continuously since 1950. , 865.558 


McCall's third quarter circulation, 1952, is the biggest 0) 6493 


third quarter in McCall’s history. 


This steady growth reflects the kind of service 
McCall's gives its readers and 
their families. 


McCall’s is now the third largest 
of all magazines. 


1952~ 3, 
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No flight of fancy, the dream 
of Orville and Wilbur Wright proved to 
the world the wisdom of planning be- 
fore acting. Today, in down-to-earth 
business strategy, original thinking is 
an essential factor. In the preparation 
of direct advertising and promotional 
material, intelligent, practical ideas are 
the starting points for successful cam- 
paigns. 


When you need an idea, ex- 
pressed in powerful copy and dramatic 
visual appeal, with or without mechani- 

feproduction, call Gray. There’s a 
Riwo year reputation for faultless 
ee behind every Gray mail- 


Saks Monae 
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CORRESPONDENCE 


Mutual Cites Fat Dividends 
From Better Letters Program 


A whopping saving of $85,000 a year is the dollars-and- 
cents aspect. But the intangibles are important, too. Now 
letters are handled faster, they’re divested of technical gib- 
berish, and they’re much more friendly and tactful. 


By Etna M. Kelley 


LEADERSHIP 
Eastern Builds Jet-Propelled Managers 


Their problems range from delays, damaged bags and dogs 
to finding passengers for $100 million of new planes—which 
by 1958 will be augmented by $125 million jets. At four man- 
agement levels, Eddie Rickenbacker develops the people to 
keep Eastern Air Lines setting the pace. 

By Lawrence M. Hughes, Special Feature Editor 


MARKETING METHODS 


Hamm's Gains Ground in the 
Battle of the Beers 


Some reasons: A switch to a lighter, drier brew. A new ad- 
vertising theme, more advertising. New packages. More 
emphasis on point-of-purchase work by salesmen. And some 
intensive cultivation of the smaller distributors. 


By William C. Figge, President, Theo. Hamm Brewing Co. 


SALES AIDS 
The Shutterbugs Can Help You Sell 


Find ways to create picture-worthy subject matter for Amer- 
ica’s hordes of amateur photographers, and you will create 
a new and powerful advertising medium. Explore, at the 
same time, new ways to use photographs as sales tools. .. 


SALES CONTESTS 


Are Incentive Drives Impractical 
if Your Sales Force Is Unionized? 


Not at all, says Golden State. This lively West Coast dairy 
distributor found a way to run a summer campaign which 
rang up a 37% sales gain on four featured items. Based on 
group competition, it capitalized game spirit. 
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SALES POLICIES 
10 Big Benefits You Enjoy 
When You Put Your Policies in Writing I 


Aldens, Chicago mail order company, with 14 vebrs of ex- 
perience in working under a code of printed “ground rules,” 
tells why it sets so much store by a management tool which 
is still a rarity in the business community 


DEPARTMENTS AND SERVICES 


Advertisers 79 People and their Ideas 
Comment Scratch Pad 
Future Sales Ratings Significant Trends 
High Spot Cities 


The Human Side 


They re in the News 
Tools for Selling 
Worth Writing For a 64 


COMING... 


In Sales Management, January 15 


Sales Wins a Bigger Place 


On Biggest-Company Boards 


Among directors of 30 leading consumer and industrial manufac- 
turers — with combined volume of $43.6 billion — "marketing 
experience” gained slightly in 10 years, at expense of engineering, 
finance, law, production. It's highest in foods, tobacco; low in rubber, 
motors. 


By Lawrence M. Hughes 


Snap-On Clinics Train Salesmen 
In Techniques of Talking Benefits 


Earnings have increased an average of 36°/, for the men who have 
participated in these practical salesmanship schools. 


Looking for 1953's Best Market? 
Then Train Your Sights on Canada 


By A. G. Mezerik 


"Everybody Hates a Truck Driver:"' 
True or False? 


At least as far as Pacific Intermcuntain Express is concerned, false. 


This company has built a remarkable public relations program in 
which its truck drivers are practicing good Samaritans whenever they 
meet distress on the road. 
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Exactly what can IEN 
do for you this year? 


In a word, INDUSTRIAL EQUIPMENT 
NEWS can help you get your share of 
the new business to make up for and 
exceed what Uncle Sam doesn’t buy. 


To keep old wheels turning, no pub- 
lication delivers more foot-pounds of 
selling energy per dollar than IEN. 


But there are a lot of new wheels 
turning this year. 


Business needs: 


NEW products 
NEW plants NEW parts 
NEW equipment NEW materials 


Above all, businéss needs NEW 
MARKETS! That’s whereIEN shines. 
It explores, finds and seils in one 
thrifty operation. 


Reason: 61,794 of the most actively 
buying plant officials: (1) rely on 
IEN for buying ideas; (2) check the 
Product Finding Index on page one 
against their immediate needs; (3) 
leaf through the book for product 
news and buying information. They 
are finding what they need while your 
products are finding new markets. 


TO HELP YOU SELL, ASK FOR: 


The IEN Plan 

How to write a product 
news release 

How to prepare the most 
productive ads 

How to cash in on inquiries 
NIAA Report 


6. CCA Audit 


Industrial 
Equipment (/ | 
News 


e @ Tee ae 


Thomas Publishing Company 
461 Eighth Avenue, New York 1.-N Y 


* All of Santa Clara County. 


CALIFORNIA'S 4th MARKET . . A MARKET BY ITSELF! 


In Santa Clara County*, agriculture balances industry. Rich in 
tree crops, nearly half our income literally “grows on trees” 
(Prunes, Apricots, Cherries, Pears and Walnuts) . . . while the 
rapidly expanding industrial community accounts for the rest. 
This balanced economy is a healthy one for marketers of goods 
and services. 


POPULATION: 312,300 buyers with an effec- 
tive purchasing power of $457,000,000. 


BUSINESS: Up 554% since 1939, compared with 
the national average of 287%. 


CIRCULATION: 75,467..nearly double in 8 years. 


Sources: Sales Management, May 10, 1952; ABC, Nov. |, 1952 
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“" SANSOASESNEWS 
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Lucky Time 
Ad Machine 
Family Ties 


Memorable Poster 


al Week after week. 
tizations of the top tunes all over America, with no song 
twice. Presented for Lucky Strike 
cigarettes—live on 41 stations (Saturdays, NBC-TV ), kine- 
scoped on 19 more 


Your Hit Parade brings tele-drama- 
treated the same way 
it features soloists June Valli, Snooky 


Lanson and Dorothy Collins, as well as Raymond Scott 
and the Lucky Strike Orchestra, Hit Paraders and Dancers. 


© When BBDO Los Angeles acquired the Laura Scudder 
account, a new and superior mayonnaise Was in the works. 
Given carte blanc he, BBD¢ )-LA selected a basic theme and 
accompanying trade-mark character, incorporated both in 


the package label, as well av in newspaper, Sunday supple- 
ment, outdoor and TV advertising. Result: ‘ta family resem- 


blance’” that carries right through to the point of sale. 


@ No machine yet invented will write advertising. But 
an IBM can be mighty useful in weighing techniques, de- 
BBDO copy- 
research people have transferred to punch ecards the 
1.500) national 
checked in 142 Continuing Newspaper Studies 


took 


termining the effect of size and position, ete, 


advertisements 
\ quick 
davs to find. 


characteristics of nearly 


run-through extracts data that once 


© Part of a poster series that has an unbeaten record for 
remembrance in West Coast studies, this Standard Oil Co. 
of California 21-sheet was developed by BBDO San Fran- 
cisco. It ranked first among gasoline-motor oil boards by a 
wide margin, won the Max Schmidt Memorial Award as the 
West's best poster of the vear, was one of the few posters 
chosen for exhibit at the New York Art Directors Show, 


BATTEN, 


NEW YORK «+ 


BARTON, DURSTINE 


BOSTON * BUFFALO © CHICAGO © CLEVELAND 
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* PITTSBURGH © MINNEAPOLIS + 


& OSBORN, INC. 


SAN FRANCISCO * 


Advertising 


HOLLYWOOD + LOS ANGELES + DETROIT 


“More results for the 
than in any other — 
of Belrug Mills. 


Mr. W. W. Pate, president 
Belrug Mills, Inc. 


SALES MANAGEMENT 


» 


money in House Beautiful 
magazine, writes president 


Belrug Mill, Sne. 


WUNDA WEVE 


Lumury Loomed Colorful Cotton Caypets 


October 15, 1952 


Mr. Richard A. Hoefer, Publisher 
HOUSE BEAUTIFUL Magazine 

572 Madison Avenue 

New York 22, New York 


Dear Mr. Hoefer: 


Writing "fan letters” is not in my line. If this isn't 

the first one I've written, it's at least one of three or 
four. The reason for this one is that Mr. Haag, our Vice- 
President in Charge of Sales, and I have just been review- 
ing our advertising for the past five years. And one thing 
stands out: House Beautiful's great and increasing contri- 
bution to the success of WUNDA WEVE. I have no hesitation 

in saying that it appears to us that we have had more results 
for the money spent in your magazine than in any other. 


I think House Beautiful has been one of the major factors 

in the success we have had. I also think we've expressed 

this confidence in your magazine by using more than half again 
as much space in House Beautiful as in any other magazine. But 
beyond this, we feel we would be remiss if we didn't pass on 
to you our sincere feelings about House Beautiful so that you-- 
and all-- might read them. 


Incidentally, it may interest you to know that in each of the 
last three years, Belrug Mills-- producers of WUNDA WEVE Rugs, 
WUNDA LOOM Carpeting and WUNDA LUXE Carpeting-- substantially 
increased its volume over the previous year. 


Cordially your 


W. - Pate 
President 


e delivers most sales action per copy 
OUSEC eault Ul e sells both sides of the counter 
972 MADISON AVENUI NEW YORK 22 
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THE DALLAS NEWS 
““quickens your cooking”’ 
in the North Texas Market 


e The way of progress is some places 
slow and half-done. But not in The 
News’ North Texas. Call it influence... 
News readers respond to the new as to 
the word of a long respected friend. Con- 
veyed to advertising, it pressures a 
readier response and proves itself in in- 


creased sales. 


@ The News is proud of its part in in- 
fluencing the acceptance of new ideas, its 
constant urging for a better way, its 
incessant insistence for improvement 
You'll be proud, too, when you use the 
advantage of The News’ influence upon 
a larger circulation in the larger, richer 


Double Dallas Market. 


dermi nating the 


DOUBLE DALLAS MARKET 


CRESMER & WOODWARD, INC., REPRESENTATIVES 


The German Levi King 


Sometimes businesses get started—and grow—in strange ways. Fo 
instance: ‘The company which is reputed to be the largest produce: 
of women’s high-style denim and leather Western clothing in the 
U.S. started only 13 years ago. Its founder: Leopold Seligman, 
hardly a man whom you'd suppose would gravitate to Western-style 
clothes. For Seligman was a German who fled his country in 38. 
He began Pioneer Wear, Inc., of Albuquerque, N.M., with a capital 
of $500. Sales volume last year: Better than $600,000. A. stranget 
in a strange land, making clothes of a type he’d hardly seen before 
he came to our shores, he had the know-how. For Leopold Seligman 
had operated an $8-million overcoat tactory in Germany. 


His first year’s operations were on a break-even basis. And there 
are plenty of manufacturers who'll tell you that’s not bad. Leopold 
wasn’t then manufacturing clothes. His stock-in-trade was trinkets 
and souvenirs. But he was anxious to reenter the clothing business 
and although Albuquerque is an odd place for a clothing business, it 
seemed logical to him that Western clothes should come from the 
West. Furthermore there were ample supplies of leather and cotton 
nearby. Buying denim from Waco saved him about $10 a bale in 
transportation costs. 


Being an old hand at gauging markets, Seligman studied Western 
clothes, discovered that attractively styled Westerns for women were 
scarce articles. Mrs. Seligman, who was to design the line, had a 


GIT ALONG little dogie . . . This 
winsome miss is sportin’ real West- 
ern togs by Pioneer. The company 
started with $500, ran up sales 
last year of over $600,000—and 
all with only five salesmen. Lesson: 
Size up your market, make your 
merchandise attractive and never 
get fat and lazy. 


ETNA M. KELLEY 
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You need it now—more than ever before... 


It tells you where the money /S 


OFFICIAL FACTS, NOT ESTIMATES, 


show you the 


great changes in U.S. markets! 


New Edition provides latest U. 5. Census data 


revealingly arranged by the J. Walter Thompson Company 
... published by McGraw-Hill. 


From the raw material in the thirty-odd volumes by the 
U. S. Bureaus of the Census, the J. Walter Thompson 
Company has fashioned this indispensable tool for men 
who are responsible for selling effort of virtually any sort. 


Phe figures in POPULATION AND ITS DISTRIBUTION, in this 
new. the Seventh edition, give you facts essential to today’s 
successful marketing. They reveal the greatest shifts in popu- 


lation and in sales potential in the history of our country. 


More accurate classification of markets 


\ new designation of market areas has proved far more ac- 
curate and useful than the traditional method of classifying 
arbitrarily by city size. Now, market areas include one or 
more central cities and the areas dominated by these cities. 
In addition to complete facts on all markets, the book pro- 
vides you with detailed maps and data for every county in 
every state. Complete population figures for all towns over 
1.000 inhabitants are listed alphabetically for quick reference. 
A large t-color map shows where the markets are by population 


and by retail volume. 


SEND NO MONEY 


Just 6.000 copies have been printed Ly of which were sold 
before publication. Each book is handsomely. durably bound 


in library linen to give years of useful service. 


lo assure getting your copy, we urge you to mail the 


' 
accompany ing coupon at once, 


We will mail a copy to you—prepaid for examination—to 
study at your leisure. You may then keep it for 5 days. Use it. 


Pest it. Then decide if vou wish to own it. 


If the volume fails in any way to live up to your expecta- 
tions. tell us why. return the book and you owe us nothing. 
If—as we believe it will—it fills a need in your business, remit 


$15. and the book 


yout sales 


with all its possibilities for increasing 


is yours to make the most of. 
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If you need it at all, 
it is INDISPENSABLE 


Executives who should not miss this book are: 


Sales Managers—To de- 
termine sales quotas 


Publication, Radio, TV 
Executives To relate 
coverage to markets more 
accurately 


Advertising Managers— 
lo help plan advertising 
campaigns 


Market Researchers— To 
measure market charac- 
teristics 


Space Buyers—To make 
better selection of media 


Media Researchers—To 
measure advertising ex- 
penditures against sales 
or sales potentials 


Manufacturers—To de- 
termine plant and ware 
house locations for most 
economical distribution 


Department and Chain 
Stores To estimate the 
buying power of areas 
considered for branch 
stores 


Trade Associations —To 
help their members do a 
better marketing job 


Management Engineers 
To evaluate market 
possibilities for new and 
old clients and particu 
larly for new products 


Economists—To provide 
fingertip data for market 
ing and sales 


rao MAKE SURE OF YOUR COPY—WRITE AT ONCE —— 


c---- 


J. Wavrer Thompson Company, Department 8-1 
120 Lexington Ave., New York 17, New York 


Gentlemen: Send me the Seventh Edition of PorpuLATION 
AND ITS DISTRIBUTION, postpaid, for free examination 


1 will either remit $15 payment in full or return the 


volume, with my reasons for returning it, within 5 days 


Name 


iddress 
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PIPPIN: 


| ofa 
test market 


for 
FOOD ADVERTISERS 


Roanoke... because it’s isolated 
by mountains... because there’s 
a minimum penetration of out 
side newspapers because this 
16-county trading area is actually 
acompact, self-contained market! 


Roanoke for another reason, too 
A new and special reason 
The Roanoke Market Develop 
ment Plan! 


ugh personal calls and week 
y bulletins, the Roanoke Plan 
gives your retailers advance 
notice of your advertising. And 
this, in turn, gives you more 
active and profitable dealer tie 
in backing 


Here’s a new booklet... 


... that tells 
just what The 
Roanoke Times 
and The Roanoke 
World -News are 
doing to help 
you sell through 
food stores. 
FREE! Write for 
“Look Who's Be- 
hind You!"... 
Sawyer, Ferguson, 
Walker Co., 60 E. 
42nd St.,N.Y.17 or 


ROANOKE 


TIMES AND WORLD-NEWS J 
ROANOKE VIRGINIA 


SAWYER * FERGUSON * WALKER CO. 
National Representatives 


flair for Westerns. And the time was ripe: Americans were wearing 
more informal clothes. 


By 1941 denim wear had been added to Seligman’s line of curios 
and trinkets and finally displaced the souvenirs altogether. Distribu 
tion was gradually shifted to more normal outlets for clothing of 
this type but volume was concentrated in the western states. 


{nother example of good business acumen on the part of Pioneer's 
management was the stabilizing of production to 10 sizes. The mar 
ket consists of women from 16 to 65 years of age and children fron 
+ to 16. Sizes are indicated by even numbers from 2 through 20 
fitting 95°7 of customers. With 40 items in the line, standardizatior 
to 10 sizes was smart. 


Through cost analysis Pioneer has been able to sell its line at rea 
sonable prices, yet maintain profits. Before a new style is put int 
production, the cost of operations is determined—cost of materials 
labor involved, administrative and office expense. This is entered in a 
notebook, and the figures are reviewed each week, to watch for 
changes. At any given moment, the partners can tell the exact cost 
of garments in production. Under no circumstances is quality sacri 
ficed. The denim used must be Sanforized, have fast color and great 
durability. Leather, added at first to keep production up throughout 
the year, has forged ahead, to such an extent that sales of leather and 
suede items now total $400,000 a year, compared to about $250,001 
a year for denimwear. 


Credit plays an important part in the business: 95° of the gross 
sales are credit transactions. Merchandise is shipped by parcel post 
Terms to most accounts are 8-10-EOM. Though the 80% discount 
might, at first glance, appeal excessive, it has helped to keep collec 
tions in line. This must be viewed in consideration of the fact that 
goods are in transit for long distances (because of the firm’s location) 
and it is normal for accounts receivable to amount to $50,000 
month, ‘The average collection period is twenty days. 


... not one bad debt! 


The risk in issuance of $50,000 credit is admittedly great. As 
safeguard, management insists on accurate and up-to-date credit 
nformation on accounts sold. The firm is an agency subscriber of 
Dun & Bradstreet, Inc. Within a maximum of three days (24 hours 
f the need is urgent), credit information can be obtained. Signifi 
cantly, since the establishment of the business in 1939, not a single 
account has been written off as a bad debt. 


[Distribution S nat onal, with sales outlets in 4? states. Volume 
is heaviest in regions nearest the company’s location, which might 
mean that expansion has radiated out gradually. But it also means 
that women and girls in New England and the southeastern states 
care less about Western wear than those in California and Nevada. 


ihe sales force is relatively small and stable. When the firn 
started, all four partners, Mr. and Mrs. Seligman and their two sons 
John and Rudolph Sullivan, acted as salesmen as necessity dictated. 
In the year 1941 a single outside salesman was employed, his terri 
tory including all of the U.S. except New Mexico. He was paid a 
straight commission of 106% on sales. He did so well that a second 
salesman was added later that same year, to cover California. 


Mrs. Seligman and two assistants devote their time to styling and 
developing new items, and in proving the designs. The company 
revises its catalogs, sending out two each year. 


Krom its $500 beginning, Pioneer Wear has built its assets t 
almost $200,000. It now has two factories in Albuquerque, with 90 
employes. Dun & Bradstreet gives the firm “High Credit” (highest 
credit rating. 
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“WEEKEND 


You have your choice of two low priced weekends at the Waldorf-Astoria 


WEEKEND NO. 1—Three days and two 
nights, Friday through Sunday . . . $35.00 
(per person) 


Includes: A large, comfortable twin bedroom with bath 


A complete dinner chosen from the a la carte Menu in 
the Empire Room, plus a cocktail, dancing and a 
floor show 


Two hearty breakfasts Saturday and Sunday 
mornings in the Norse Grill . . . or if you 
prefer, enjoy breakfast in your room 


WEEKEND NO. 2 — Two days and one 
night, Friday and Saturday or Saturday 
and Sunday . . . $25.00 (per person) 


includes: A large, comfortable twin bedroom with bath 
A complete dinner in the Empire Room, plus a cocktail, 
dancing and a floor show. 
A choice of breakfast in the Norse Grill or served in 
your room Saturday or Sunday morning 


Both weekend prices have tax included, and are based on double oc 
cupancy Add $5.00 more for single occupancy.) 
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at the 


WALDORF” 


Capital ’s sensational travel bargain 


offers you an ideal solution for... 


7 
e Sales Incentive Prizes 
* Sales Meetings 
® Conventions 


Capital Airlines and the world-famous 
Waldorf-Astoria offer you a wonderful prize 
suggestion for your next sales incentive contest 
— Capital's “WEEKEND AT THE WALDORF". 
Your ‘‘top-flight’’ salesman will enjoy a fabulous 
weekend at New York's most illustrious address, 
at little cost to you. 


The low rates of Capital's vacation pack- 
age, ‘WEEKEND AT THE.WALDORF"’, combined 
with The Waldorf’s excellent convention and 
meeting facilities offer you the perfect location 
for your next sales meeting or convention. 


For the total cost of the most glamorous week- 
end in America, add the cost of the weekend to the 
round trip air fare to New York via Capital Airlines. 


TYPICAL ROUND TRIP AIR FARES 


Akron/Canton $ 49.60 Milwaukee 
Birmingham $107.50 Minn./ St. Paul 
Charleston, W.Va $ 57.70 New Orleans 
Cleveland $ 49.60 Pittsburgh 
Detroit $ 59.10 Youngstown 


$ 85.70 
$117.10 
$147.00 
$ 41.10 
$ 45.60 


(All fares plus tax 


For further information and beautifully 
illustrated folders contact your TRAVEL AGENT, 
or write Mr. V.K. Stephens, Capital Airlines, 
National Airport, Washington 1, D. C. 


apital 


AIRLINES 


Promising Package... 


Cleveland’s Great 2-in-1] Market of nearly $5,000,000,000 


All wrapped up, ready to deliver to you is this compact sales package...Greater Cleveland 
plus its 26 adjacent counties. In this great 2-in-1 market the PD is a household word... 
distributed throughout this compact market. Only the PD gives you this unique 
coverage.,.two markets for the price of one! Don’t let Northern Ohio’s five billion dollar 
market pass you by. Plan today to have your say in the Plain Dealer! 


The Plain Dealer's Market 

Survey Department can assist you in 
checking your merchandising 
coverage with current 

market data for Cleveland. 

Write for information. 


Total Retail Sales 

Food Sales a 
Gen. Merchandise Sales 
Drug Sales . ... . 
Furn., Hsld., Radio Sales 
Eff. Buying Income 


* Akron, Canton, Youngstown not included. 


CLEV 


PLAIN DEALER 


(Cleveland) 
Cuyahoga Cy. 


$1,733,424,000 
458,874,000 
263,872,000 
56,838,000 


26 Adjacent 
County Area* 


$1,327,825,000 
333,266,000 
108,266,000 
32,877,000 
85,680,000 59,480,000 
2,725,572,000 2,064,059,000 


Figures —Sales Management Survey, May, 1952 


ELAND 


Cleveland’s Home Newspaper 


Cresmer & Woodward, Inc,, New York. Chicago, Detroit, San Francisco, Los Angeles, Atlanta 
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DELTA airFREIGHT 


Covers the South overnight 


Typical rates per 100 Ibs. 
CHICAGO to ATLANTA ... $ 6.55 
CINCINNATI to NEW ORLEANS 6.76 
DALLAS to BIRMINGHAM . . 5.56 
CHICAGO to MIAMI... .. 12.30 


For complete commodity rates and schedules write airFREIGHT 
Department, Delta Air Lines, Atlanta, Ga. 
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A girl who thought popcorn was great 
When asked how she popped all she ate, 
Said “It's popped by my poppa 

On his farms out in Joppa 


And hopped to me, hot by airFREIGHT.” 


NOW! the NEWEST 


merchandising idea 
in the food field! 


It's the Woman’s Home Companion DINNER- WINNER Plan! It’s a new 
The approach that brings COMPANION food pages to life right at the point- 
of-sale ... that helps you—the advertiser—sell more food products 
DINNER-WINNER in supermarkets! Here’s how it works... i ie 
Merchandising 
Kit includes: 


For complete details 
write to: 
Woman's 
Home Companion, 
e ore your Promotion Dept., 
veR- WINNER 640 Fifth Ave., 
pin aqdipe® / New York 19, N. Y. 


Prez One ’ 


A)MPANIO 


CURRENT CIRCULATION OVER 4,300,000 


PUBLISHING COMPANY—PUBLISHERS OF COLLIER’S, THE AMERICAN MAGAZINE, WOMAN’S HOME COMPANION 


THE CROWELL-COLLIER 
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COMMENT 


Afraid to Retire? 


For some of us, 1953 will not be the year in which we will have 
another opportunity to break new quotas or to conquer new markets, 


but the one in which we retire from our jobs as sales executives. 


If you are about to turn 65 and you are a typical executive, you 
probably wince at the thought that this is the year in which you must 

rn your job over to another man. Chances are that you have, in 
the past few years, pushed the idea of retirement out of your mind. 
But, thoughts on your retirement crowd their way back into yout 
ONSCIOUSNECSs, 


Fear of retirement whether the fear arises from being cut oft 
from work a man likes, or from worry about having enough money 
to live on—causes many an executive to put off making definite 
plans about his retirement. But this very indecision, according to 
pyschologists, indicates an executive is slowing down in his ability to 
make the big de IsSIOnsS. 


For most of us, 1953 \will not be “R” day. That means there is 
time for us to face up to the inevitable retirement day, and to check 
, ° 

ip on ourselves now to se if we are making adequate plans 


lo gain perspective on‘your own situation, you'll find invaluable 
i book to be published on January 12, Some Observations on Execu 


f occasionally you find 
yourself guilty of thinking in’ 
terms of the “overall-picture," 
the data below is an excellent 
refresher course. 


One of the most inter- 
esting findings year after year 
in the Consolidated Consumer 
Analysis (17 markets will be 
represented in the 1953 Study) 
is the never-failing occurence 
of wide variations in primary 
demand for even the most com- 
mon of products, Look at these 
extremes in usage from the 
1952 Consolidated Consumer 
Analysis. 


tive Retirement, by Harold R. Hall (Harvard University, $3.75). PRODUCT ™% USAGE 


, ; " : 

Professor Hall has empathy for his subject. After 30 years in busi High Low 
Prep. Cake Flour 73 Duluth 43 Portland, Me 

Margarine 82 San Jovw 9 St. Paul 

Butter f ‘ 51 Salt Lake 

Dog Owners 7 Fre 19 Milwaukee 

Fr. Orange Juice 68 Washington 24 Spokane 

Chili Con Carne 50 St. Paul 4 Portland, Me 

Nail Polish 62 Salt Lake 18 Milwaukee 

Wine 47 St. Paul 9 Spokane 

Girdles 80 Spokane 52 Salt Lake 

Home Owners 75 St. Paul 44 Washington 

Fr. Vegetables 78 Washington %7 Duluth 

. when should the executives of a company Baked Beans 86 St. Paul 54 Modesto 

ye retired . .. what happens to executives after they leave their com 

panies... financial preparation tor retirement... the wife’s part in 


i successful retirement 


ess, he retired, though well below the normal retirement age, to 
study the problem of the executive who has completed his active 


business career. 


Covered in detail in the 14 chapters are the background of com 


al 
pany retirement plans ee 
} 


what to do and where to live upon Here in St. Paul we are 


getting underway on our 
seventh annual Consumer An- 
alysis. Looking back, it is hard 
to see how we ever did with- 
out it. It has given us a re- 
markable insight on St. Paul 
people, their buying habits, 
needs and preferences. Why 


retirement. 


Can an executive round out 65, with most of his working years 
devoted to following a plan, by simply “taking it easy” without any 
plan? Many try, but they're usually very unhappy. One executive 
who was forced to retire at 65 told Professor Hall: 


“On the last dav of a given vear the retiring executive is a re- 
spected and honored member of an important business group. One not write us now so you'll be 
day later he is—nobody. \ nwanted, unneeded, with no established sure to get a copy ous 1953 
place in the business community, his world has shrunk to the dimen Study. 
sions of his insignificant and unplaced self. This sudden change, 
inadequately realized in advance, has been rightly identified as ‘retire 
nent shock.’ Only those who have experienced it can have any con 


ofthe free Si Pant Dispatch 


[ am aware that some retiring executives escape this shock. ‘They tiooetn Wewitiraren 


Pioneer Press 


inhappy en\ ironmental conditions in their business careers. Most RIDDER * JOHNS, INC. — REPRESENTATIVES 

. ° w . . 
retiring executives, however, are in neither of these two classes. For NEW YORK CHICAGO DETROIT 
them no lately adopted hobbies or other avocational interests can 


retire happily to active and long-anticipated participation in other 
well-established interests. Or their retirement frees them from certain 
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ry. 
' he St. Louis Post-Dispatch is the dominant sales 
influence in the important industrial and retailing 


market of St. Louis. 


I. the heart of the Central Mississippi Valley, this 
newspaper offers you the most thorough and most 
economical coverage available of this highly produc- 
live are: 


* throughout the 
be amused by it wel attester 
1 night 


of the can 
vas 8 spirited Jen 
wen the educator 
an ancient 34 years who wins 


borrible | 


100 Acres 


brown stone that lies im the 
square They then will ed 
urn tm the pub, satisfied th 
ne Prince of Darkness de | 
j'th no harm for the next 12°| 
the major water ' months | 
The stane has isin in the square 
jigher Ares for centuries, Experts believe it 
Seo concentrated in once was & pagan altar or a pre 
escaped the fire historic boundary marker, but 
0 ‘ dew ary 
Viames leap’ 
top to another 
The legend is that the stone hrough about 
oust be turned over once every | Deavily wooded 
var, U ft lant the villagers aay | (OWley_ treasurer 
' will leave the devil 


* 
| 
l 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
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| 
| 
| 
| 
| 
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We You Get the y 
MOST 


When You Get the 


— ST.LOUIS POST gt 


ui 
Tih 


of the fall forest fires in Missouri 
yesterday. He 


possibly substitute for the happiness of achievement and of established 
standing in a successful and respected business position. Life goes on, 
but its zest is gone.” 


‘To most of us retirement is a “problem.” But it shouldn’t be. 
A man’s creative imagination, which is the hallmark of the truly 
successful sales executive, can turn a problem into an opportunity. 
We think the publishers of a new magazine have captured the spirit 
ot the person who works and then happily retires. They call their 
magazine Lifetime Living. Luckily, most of us have the time to 
prepare tor “R” Day—if we don’t shrink from the thought. 


Needles for the Sales Chiefs 


At a December meeting of the San Francisco Sales Executive Asso- 
ciation the club brethren allowed themselves to be shot at by a panel 
of three salesmen. 


What the boys had to say—in adverse criticism of policies and 
operating methods—indicates that the major grievances are largely 
hardy old perennials that many a company either has failed to recog- 
nize, or continues to fail to correct. It seems to us that the salesmen 
were on solid ground when they 


1. Asked for a bigger part in company policy making. They feel 
they have something important to contribute to company thinking on 
sales and advertising issues, and they know they would enjoy a 
greater sense of dignity in their jobs if their opinions and experiences 
were sought before edicts were handed down from the front office. 


2. Voiced adverse criticism of poor home-office-to-field communica- 
tions. They pointed out that the trade sometimes hears of new prod- 
ucts before they do. They deplored the mishandling of price change 
information. 


3. Expressed the feeling that their bosses are becoming desk-bound 
to the point where they do not know enough about what goes on 
in the field. 


4. Howled about the many instances where a brass hat from the 
home office comes out to “help” with a big deal, only to mess things 
up to the point where “it takes the salesman a lot of time to un 
scramble the damn thin; 


5. Criticized much ranting as being unrealistic. “Courses 
should be run by men who are familiar with the problems faced by 
the man on the road.” 


6. Suggested a more common sense attitude about expense accounts. 
They called for enough flexibility in ‘‘allowable” expense to allow the 
salesman to exercise his judgment, particularly on items involving 
entertainment. 


7. Called for more constructive thought on compensation and pro- 
motion. “The young salesman is interested in’ money, the mid 
thirtyish man in advancement, and the older man in security.” 


Now go back to No. | on this list and see if you do not agree that 
the salesmen have proved that point. A sales manager who is willing 
to take all seven points to heart has a mighty practical basis for im 
proved relations with his sales force. 


Up in Smoke... 


. and out of business? Would that be the fate of your business if 
vou were burned out and your contracts, inventory records, and 
accounts rece vable were destroved ? The Mosler Sate Co. reminds 
us in its FIRE DANGERater (they'll be glad to send you a copy) 
that in 43 cases out of 100 business concerns burned out close their 


doors tol good, 
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* NAVY TIMES 


has combined with 


ARMED FORCE. 


Added circulation makes 


NAVY TIMES 


largest weekly publication 


covering the Sea Services. 


* 


SEND FOR DATA & 
SAMPLE COPIES 


ARMY TIMES 
AIR FORCE TIMES 


( Members Audit Bureau of Circulations ) 


NAVY TIMES ~ 


Advertising Offices 

WASHINGTON: 3132 M St, N.W 
NEW YORK: 41 East 42nd St 
CHICAGO: 203 N. Wabash Ave 
DETROIT Guardian Building 

LOS ANGELES: 6399 Wilshire Blvd 
SAN FRANCISCO: Monadnock Bldg 
In Philadelphia, represented by R. W 

McCarney, 1015 Chestnut St 


Also: LONDON-FRANKFURT-TOKYO 


* 


“T° is for Teacher 


€ 


And her influence 
can last a lifetime 


Not all teacher leave an indelible 
impression. But everyone remem 
bers some is having a profound 
influence on his life Kevery high 
school graduate has spent approxi 
mately 10,000 hours with school 
teachers. Multiply this by 26,000,000 
youngster and youll understand 
what we mean by the ‘influence 
market 


No other publication begins to cove 
the 66,000) teacher reached 

State Teacher Magazines That 

why so many compatite associa 

tions and industrie idvertise then 

and their philosophy there 

for full information to Geor 

Rawson executive Vier 

State Teacher Maga 

Michigar Ave (hi 


TEACHERS 
Magazines 


EVER HAD TO GET A SHIPMENT 


THROUGH THIS —ON TIME 2 


You probably have 

or you don't ever want to 

Of course, things can 

happen to upset the best of 

plans. But what you want is to 

cut chances to a minimum 

to have an air shipping service 

at your call, day and night, that will keep an eye on your 
shipment all along the way 


This is the watchful personal “continuous contact” that 
you get from Emery Air Freight with just a simple 
‘phone call. It’s just one of the many features Emery 
provides American industry with its unique “door-to 
door” shipping service. Looking at American transporta 
tion with a critical eye, then tackling the problem with 
fresh ideas, Emery devised its entirely new shipping 
system based upon these factors: 


EMERY AIR 


The use Of all airlines, all surface transportation — passen 
ger or cargo, freight or express the best of everything 
that moves in the air or on the ground 
Absolute control of your shipment all along the way 
through its own private wire system and nationwide corps 
of expediters 
Continuous contact with your shipment so it can be in- 
stantly routed around trouble-spots. 

@ Immediate confirmation of delivery or ot unavoidable 
delay so plans can be adjusted efficiently 


This is the Emery method that provides you with the 
fastest and most dependable way to get your shipments 
delivered on time. Inbound or outbound, Emery pro- 
vides “The World’s Fastest Transportation System.” 


Printers, Engravers, Electrotypers . .. Sales, 
Advertising and Promotion Executives! 
Emery's Time Delivery Service is designed to 
make simultaneous deliveries to every point in 
the Country at the same time. Ask us about 
this and other special Emery services you car 
use profitably 


FREIGHT CORPORATION 


New York 17; Offices or agents in all major cities and towns in the United States 
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it 
Doesn't 
Work 
That 
Way! 


"Sales have fallen off, Herman—turn on the advertising!’’ 


But industrial advertising doesn’t) work that 
way. [ts not a faucet which can be turned on or 


off in response to a rising or falling sales curve. 


Thats why many alert businessmen are today 
paying particular attention to their advertising 
programs. They realize that a firm position for 
their company must be built up over a period 
of vears. They look upon advertising as a long- 
range investment... and they see in America’s 
constantly expanding economy a greater stake 
in the markets of the future than they have ever 


had in the markets of the past. 
How big are the markets of the future? 


In the decade trom 1940 to 1950. industry 


generally expanded 64°, in’ physical volume. 


JANUARY 


Metalworking did even better than that... 
physical volume increased L009). That's dis- 


counting inflation, too. 


The 40°. were good... but there are many 
reasons for feeling that the 50°s will be just as 
good or better! The growth in population has 
been even faster than was expected: the Gross 
National Product has risen to a $325 billion 
rate: metalworking sales climbed from $81.5 
billion in 1950 to $106 billion in 1952, 


they are also an era of increasing Competition, 


The 1950's are a decade of opportunity 


The time for action is now. The companies 
which are planning now... and advertising now 
. will be strides ahead of competition in the 


years to come, 


™= PENTON foueins 


PENTON BUILDING e CLEVELAND 13, OHIO 


were 
sraduatin’ 


anee 
a 


- 
0220090008080 


Forty-five consecutive years of advertising leadership; 
in Retail, Department Stores, General, Automotive, Total 
Display, and Total Advertising. 


That's the latest score of the Times-Star over all 


Creater Cincinnati dailies. 


We like the kick in our new °45! 


| 


in cincinnati... it's the TEMES-STAR Re: 


LEADERSHIP 


NEW YORK 17: 60 E. 42nd St.; CHICAGO 1: 228 N. LaSalle St.; WEST COAST: John E. Lutz Co., 435 N. Michigan Ave., Chicago 11 
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SIGNIFICANT TRENDS 


As seen by the editor of Sales Management for the fortnight ending January |, 1953 


WHAT KIND OF YEAR AHEAD? 


We have come to doubt that any economist or other 
type of protessional prognosticator, in private business or 
in government, can analyze economic data (what the pro- 
fessionals call bench-mark statistics) and determine sa/e/y 
from them what lies ahead. Note the emphasis on the 
word solely. Economic analyses may be helpful, it’s true, 
but they can go haywire if they neglect—as they so often 
do—the human factor. 


If at any time you find rather general agreement among 
economists—you can make yourself a pot of dough by 
betting that just the opposite will happen. If they concur 
that the future looks rosy—then watch your step, brother. 
When nearly everybody feels certain that business will 
be wondertul—as they did in the late twenties—business 
executives and the sales world at large get lazy and decide 
they can take almost a free ride on a sellers’ market. 
Their apathy and lack of enterprise then brings on a 


recession. 


And when the economists predict a serious downturn 

bet that the opposite will happen. They predicted it for 
the period immediately following the end of the war—and 
until very recently they were predicting it for after mid- 
1953. Now they're far from unanimous on that, but the 
majority seem to expect good business for the first half 
and a slide-off in the latter half. 


We believe the reason why expected recessions so often 
fail to take place is that smart and courageous businessmen 
who read the economists’ theories, based on statistical 
facts, accept the challenge and go to work with maximum 
energy and initiative, with the result that business moves 
upward in spite of uniform predictions to the contrary. 


The generally accepted reason for a pred cted down 
turn in the last half of this vear is a slowing down of 
detense expenditures. The best thinking we have seen on 
that subject—and the best thinking on what is likely to 
happen over-all in the year 1953—is contained in a 
pamphlet called, “Economy to Expand Under New Na 
tional Management.” It was prepared by Thomas 5. 
Holden, President, F. W. Dodge Corp., 119 W. 40th 
Street, New York 18, N. Y., and you can get a copy by 
requesting it on your business Stationery, 

This report points out that the total of gross national 
goods and services produced) is $344 billion 
and that it is made up of the following factors: national 
security, $50 billion; all other government expenditures 


produc t 


(federal, state and local), $28 billion; personal consump 
tion expenditures, $216 billion; gross private domesti 


investment, $50 billion. 


Thus we see that total expenditures for national secu 
ity amount to less than 150 of gross national product. 
Furthermore, Mr. Holden points out, “Security expendi 
tures include expenditures for military services, personal 
security and foreign relations, atomic energy, merchant 
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marine, promotion of defense production and economic 
stabilization and civil defense. Reduction of national 
security expenditures by a full third would of itself reduce 
the gross national product by less than 5%. Ut such re- 
duction can be effected, it will probably come about 
gradually rather than suddenly. .. . It is unrealistic to 
consider defense spending as a rain support of the present 
business structure.” 


Mr. Holden and his associates expect the dollar volume 
of building and engineering projects in 1953 to remain 
roughly the same as during the past year, with a decline 
of 116% in residential building being more than made up 
by increases in non-residential building, public building 
and engineering contracts, and public works and utilities. 


IT MAY BE A SLUGFEST 


Very few manufacturers will encounter shortages in 
men, machines or material. It will be—and it is now for 
most producers of goods and services—a hotly competitive 
buyers’ market. 


The buver will be able to call the tune pretty much on 
quality, style, price, delivery and credit terms. 


Sales expenses, including advertising, are expected to 
rise from their depressed levels of the past decade. ‘To 
those readers who may be saying they don’t see any 
depressed levels, may we point out that while the total 


US. GOV'T. EXPENDITURES 


NATIONAL 
DEFENSE 


BILLIONS OF DOLLARS 
PER MONTH 


1947 ‘48 ‘49 ‘50 ‘51 ‘52 JULY — SEPT. 
FISCAL YEAR ENDED JUNE 1952 


SOURCE: U. S. TREASURY DEPARTMENT 
GRAPHIC BY PICKS. MY cm 


EXPENDITURES BY 


MANUFACTURING COMPANIES 
FOR NEW PLANT & EQUIPMENT 


—)) 


‘ 
a 


IN THE U.S. 


Va 
1-2°3-°4th 
QUARTER 
1952 ‘est 


GRAPHIC BY PICKS. mY. ca 


1945 ‘46 ‘47'48'49 ‘50'S! 
SOURCE: SECURITIES AND EXCHANGE 
COMMISSION 


volume of advertising has risen to new heights, the per- 
measured against the sales dolla: s less than 


t was in either 1929 or 1939. 


entage 


The increases which have been registered by majo 
med ums of communication (we are speaking ot linage 
ind broadeast time, not dollars) have been registered by 
a doubling of the number of advertisers, rather than 
through increases by individual advertisers. 


\utomobile companies, for example, have been doing 
less, rather than more, advertising, but a change already 
has been registered in that industry because Detroit knows 
that tough selling days are ahead since production in 
recent years has sopped up all the pent-up demand. The 
same thing pertains to the appliance industry, and Ralph 
J. Cordiner, President of General Electric Co., savs, ‘I 
expect that some time in the second quartet we'll have to 
start selling harder than at any time since the end of 
the wat 


So those who set sales and advertising budgets should 
remember that most of the advert sng mediums are 
irying more advertising than ever, that competition 
tor reader | stener attention 1s that muc h greater, that the 
public has a sizable inventory of postwar goods, and that 
times and conditions justify require Ws probably a better 
word—a higher percentage of the sales dollar being spent 
for the various types of sales and promotion. 


OUR PERAMBULATING POPULATION 


We have just completed the scanning of some 600 
two-page questionnaire responses about our Survey of 
Buying Power which came from a cross-section of our 
subscription list and’ found, not to our surprise, that the 
single most-used factor is our Buying Power Quota, 


22 


weighted 5 points for Effective Buying Income, 3 points 


for retail sales, and 2 for population 


A close second in popularity is the population estimates 
tor counties and cities. In studying some final Bureau of 
the Census releases for the 1950 nose count, we ran 
across something which proves how smart our readers 
are in keeping up to date on how many people, and where 
they live. In fact, it’s the most outstanding finding, it 
our opinion. 


During the 1940-1950 decade, we gained some 19 
million citizens, but the gain was far from uniform. 


Of the 3,103 counties and similar areas (independent 
cities), 1,518 or 48.900 lost population. 708, or 22.8% 
of these counties lost 100% or more of their people. 


Of the 1,585 counties which gained population, there 
were 884 which gained 106% or more, 520 which gained 
206 or more, and 32 which gained 100% or more. 


It seems obvious that such widespread changes in both 
the number of people and their points of residence call 
for sweeping revisions in sales territories and sales quotas. 
Isn't it possible that you, for example, consider Salesmar 
Jones to be an outstandingly good salesman because he 
has shown a 50% increase in unit sales as against, let’s 
say, a 250 over-all increase for the company—and vet 
if you really get down and analyze the change in poten 
tial traceable to population increase, you may find that 
his is one of the areas where the gain in population was 
10067 ? In other words, he may be doing a lousy job 
nstead of the splendid one which a superficial examination 
might indicate. 


Some other final figures on population point up the 
striking exodus from farm and rural areas to urban places 
The United States gained 14.5 in population. The gaits 
outside the standard metropolitan areas was only 6.1. 
The gain in the standard metropolitan areas was 22% 
but in the central cities only 13.96%. The dig gain was in 
the outlying parts of the metropolitan areas, where the 
ncrease was 35.6. Only the metropolitan centers of 
the South appear not to have reached a stage of develop 


ment in which the growth of suburban communities is as 
marked as elsewhere In the COUNTEYS 


Since 65¢% of our people now live in the 164 standard 
metropolitan areas and the 23 potential metropolitan areas 
as designated by Sates MANAGEMENT, it may be worth 
while to pursue these changes a bit further. 


\s a group, the standard metropolitan areas in the 
middle range had a greater rate ot growth than did the 
very large or the very small areas. These middle-size 
areas with populations between 100,000 to 1,000,000, had 
an over-all growth rate of 25.607, whereas the gains it 
the very large and very small areas were 206) and 22.5% 
respectively. These figures suggest that in general the 
smallest standard metropolitan areas have not vet reached 
the stage of maximum rate of development and that the 
very large areas have already passed this stage. This sug 
gestion is supported by the fact that standard metropoli- 
tan areas of LOO,000 or mere had 41.860 of their total 
population outside the central cities, whereas the smalle: 
areas had only 28.30 of their population in their out- 
lying parts. 


PHILIP SALISBURY 
Editor 
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This 


If you are interested in selling the multibillion-dollar 
aviation market, AVIATION AGE offers you its help. 


We may be able to help you answer some of your 


marketing questions. We have grown up with the 
aviation industry, and we'll be glad to share with 
you the intimate knowledge we’ve acquired through 
the years. We know who the key men are, and where 
they are. Our marketing representatives will be glad 
to sit down with you and discuss your problems. 


We can help you keep posted on the latest develop- 
ments within the industry. To help vou anticipate 


to get 
your product 

onto the 
drawing boards... 


your primary objective 


publication 


counterpart of new American fighters now in the develop- 
ment stage. These new delta-wing planes form still another 


aviation market for your technical equipment 


... to help your product “win its wings” 


Practically all equipment used in this Exclusive of its coverage of mainte Please send Market Data File. 
s nust > ENVineere 1 ‘e engineers tion ache 
industry must be engineered to meet nance engineers, Artation Age reaches Please send Market Intelligence Letter 
performance specifications. Selling the 4.936 engineering and design per 
’ , ‘ ay a 7 , me 
designers and engineers who are re- sonnel in manufacturing plants Please have representative call 
sponsible for these specifications is 12,105 in the entire aviation industry 


Aviation Age reaches nearly twice as many of these key men as the next aviation 


. almost as many as all other magazines in the field combined! 


Gloster Javelin, a production model, is the British 


the market trends and changes, AVIATION AGE pub- 
lishes a bimonthly Market Intelligence Letter. We 
will be glad to add your name to our list. 

And to give you a detailed picture of the aviation 
market and of AVIATION AGE’s place in that market, 
we have prepared an extensive, valuable Market 
Data File. A copy will be sent to you free of charge 
upon request. 

We offer these services as part of our responsibility 
to the industry we serve. To take advantage of them, 
simply mail the coupon below. We ask only that your 
interest in selling the aviation market be genuine. 


G 


| 
| 


Market Intelligence 


+ 


PREPARED rH « 2 , A A AiD 10 A TION MAGKETER 


Aviation Age Market Data File 


AVIATION AGE ‘‘Aviation’s technical magazine” 
A Conover-Mast Publication 


205 East 42nd Street, New York 17, N. Y. 


Name 


Title 


Company 


Addresa. 


City 


Aldens Counts Its Dividends from a Management Manual: 


1. It enables Aldens executives to focus on the 


companys main objective—to make consistent 


profits, year after year. 


2. It enables all executives to make objective 


rather than personal decisions. 


3. It simplifies the making of decisions since 
written policies define the area and scope of all 
executive activities. 


4. It almost eliminates “expediency” decisions. 
(No company can hope to eliminate all decisions. ) 
5. It makes executive meetings more effective 
because they are confined to principles of operation, 


yack”’ which is the bane of so many meetings. ) 

6. It gives management more information about 
the costs involved in individual executive jobs. 

7. It eliminates about 99 44/100%% of all execu- 
tive inter-office memos. 

8. It avoids a top-heavy executive staff, since 
clear-cut executive duties and responsibilities _re- 
quire fewer executive jobs. 

9. It enables the company to do a more realistic 


job of promotion from within. 


10. It cuts down executive time spent in aim- 
less discussions of policies, griping, “political” activ- 


not the “how.” (It also eliminates the “yackety- 


ities, gossip. 


10 Big Benefits You Enjoy 


When You Put Your Policies in Writing 


Aldens, Chicago mail order company, with |4 years of 


experience in working under a code of printed "ground 


rules,"’ tells why it sets so much store by a management 


tool which is still a rarity in the business community. 


‘They call them “Principles” at 
Aldens, these written policies for ex 
ecutives which have guided the op 
erations and procedures of all divi 
sions ot this Chicago mail order 
company for the last 14 years. But 
regardless of what they are called, 
it has become second nature for every 
executive and supervisor to rely on 
them for guidance. 

Unlike many companies that had 
to formulate production, merchandis 
ing and personnel policies as they 
struggled through the difficulties of 
wartime operations, Aldens had al 
ready set up its written policies for 
executives in bulletin form before the 


war vears. This was back in 1939 
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and, of course, the bulletins served 
very well while the pattern was in 
the making. But by 1941, they had 
served their purpose. It was then 
that the basic policies which had 
weathered two years of operation 
were collected in booklet form with 
the title, “Hitting the Mark.” Un- 
doubtedly, this was one of the first 
published executive policy booklets to 
appear over a decade ago. 

Since procedures in a highly com- 
petitive field such as mail order sell 
ing can never become static, policies, 
too, have to be frequently over- 
hauled. Thus again, in 1945, Al 
dens decided it was time to revamp 
its policy manual, so it brought out 


“The Principles of Aldens,” a book- 
let of some 30 pages. “The Prin- 
ciples,’ as those at Aldens refer to 
the policy manual, was a bang-up, 
modern job—plenty of white space, 
plus excellent layout and typography. 
Use of color and streamlined sketches 
in its pages, made it a far cry from 
the musty old “don’t do this’ and 
“don’t do that’? manuals supervisors 
once tucked away in the bottom draw- 
ers of their desks. 

R. W.. Jackson, president of Al- 
dens, Inc., stated the obiectives of 
the “Principles” as follows: 


To the executives of Aldens: Your man- 
agement has put into written form the 
principles of Aldens. The principles 
of a business are in reality its code, the 
manner of its conduct by which each of 
its executives, members of an organiza- 
tion, may function as individuals and 
perform his or her duties unhampered 
The principles as here presented serve to 
define the rules of action or conduct under 
which our company and each of you are 
expected to operate, to accomplish the end 
result of satisfactory growth and profits, 
along with good public, source, employe, 
and stockholder relations. These principles 
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portray the kind of business we are—and 
vant to be—and how we expect to oper- 
tc, internally and externally 


Thus defined, the ‘Principles’ 
governing general management, mer- 
‘handising, advertising and sales pro- 
motion, operating procedures, person- 
nel and financial operations, went in- 


to action. For seven years the 


“Principles” operated as a guide for 


all executives and 
throughout the 


supervisors 
\ldens organization. 


Periodic Revision 
Is a “Must” 


Then World War II ended. There 
were competitive years ahead. Once 
again Aldens completely revised its 
written policies to conform to the 
times. Three main changes were 
made in the “Principles” to bring the 
booklet up to date and to make it 
more understandable: (1) to elimi- 
nate all chance of misunderstanding, 
the 1952 edition of the “Principles” 
used the “art of plain talk’; (2) all 
procedures and methods were elimi 
nated, leaving only well-defined poli 
cies; (3) the booklet was reduced to 
pocket size. 

The booklet, which had 3,100 
words in 1945, has less than 1,700 in 
1952 as a result of these three 
changes. Since wordiness is one of 
the outstanding faults of all policy 
manuals, the reduction of the ‘Prin- 
ciples” to almost half its original 
size was, in itself, a major achieve 
ment. 

These changes were but the begin- 
ning. The 1952 “Principles” is 
inique in its arrangement and that 
“unique” is used here in the 
full knowledge of its meaning, for 
this arrangement is not by the usual 
department or division, but by 
of influence.” There are, in all, four 
‘areas’: (1) influence of Aldens’ 
customers; (2) influence of Aldens’ 
influence of Aldens’ 
influence of Aldens’ 


word 


“area 


emploves; (3) 
SOUTCES = (4) 
stockholders. 

As Jack Staehle, Aldens’ indus- 
trial relations director, points out, 
i public rela- 
tions, as the “sum total of these areas 
add up to public relations.” He al 
so points out that in the “Principles,” 
the copy has tried to set the tone 
that exists among the officers of the 
company, for “unless the balance of 
the executive organization is aware 
of this tone, it cannot permeate the 
organization.” 

Within the four areas listed above, 
Aldens policies are broken down as 
follows: 


there is no section for 


1. Customers—management, oper- 
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ating, merchandising, advertising, 


financial policies. 


2. Employes—management, 
ating, advertising policies. 


oper- 
3. Sources—management, financial 
policies. 

4+. Stockholders 
erating, 


cies. 


Management, Op- 
advertising, financial  pollt- 


Written policies seldom run more 
than two short lines and are clearly 
and concisely stated. The following 
policies are taken at random from the 
“customers area” of the “Prin- 
ciples”: 

It is our operating policy to direct 
all efforts toward serving the cus- 
tomer at the lowest possible expense 
by: 


eliminating frills to maintain 
low-cost operation ; 

developing new cost-saving 
methods and equipment ; 

delivering orders at the lowest 


possible transportation cost. 


It is our merchandising policy to 
maintain Aldens leadership in met 
chandising with:.- 

basic lines ; 

venture lines; 

classifications equal or bette: 
than those of our competitors with 


in the concepts of good merchan 
dising and adequate profit. 


It is our advertising policy to pre 
sent Aldens to the customer as in 
tegrity, in word and spirit, by: 


a one-price operation. The cus 
tomer shall know the entire costs 
from us at all times; 

adherence to selling practices 
which are fair, equitable and in 


offensive to all groups; 


prohibiting attacks on competi 
tion or their goods in conformance 
with good advertising ethics. 


Based on an interview 
by F. C. Minaker with 


JACK C. STAEHLE 


Industrial Relations Director, 
Aldens, Inc. 


In the section relating to the ‘‘em- 
ployes area,” policies make for a 
clearly defined executive pattern. 
For example, such policies are ex- 
pressed as follows: 

To manage the company on a di- 
visional plan with a director in 
charge of each division according to 
the major functions, merchandise, ad- 
vertising, finance, operating, retail 
and industrial relations, by: 

—co-ordinating the operations of 

all divisions through a manage- 

ment committee ; 


co-ordinating the operations 
within each division through its 
divisional committee ; 

supplying each executive with 
a record of the duties and respon 
sibilities of his position ; 

making the director of each di- 
vision responsible for the conduct 


of his division; 
executives responsible 
operations over 


making 
for only such 
which they exercise control ; 

permitting no person to receive 
orders from more than one pe 
son; not to be given orders ovel 
his immediate supervisor. 


Any Code Needs 
Adequate Follow-through 


Of course, it is one thing to set 
up a group of policies; it is anothe: 
to make those 
workable not only once in a while, 
but day in and day out. How its 
this done at Aldens? 

‘Take, for example, the matter of 
promotion from within. One thing 
that takes the zip out of many an 
executive, after he takes a new job 
with an organization, is to find that 
“there is no place to go.” Even if 
the company has a stated policy of 
promoting from within, it may not 
be able to do so because of organi 
zational difficulties. At Aldens the 
executive who is fit and able to be 


policies workable 


promoted to a higher job, can go up, 
because evcry Aldens executive has 
an understudy. Of course, Aldens 
doesn’t just say it will promote from 
within. Its policy reads: ‘Promot- 
ing from within the organization 
whenever possible.” As Jack Staehle 
explains it, when a job opens up, the 
company goes outside to see what 
talent is available, then it checks the 
talent within the company. The 
talent within Aldens has to be just 
as good as that available outside. 
And this brings up another policy 
of Aldens. This is a company which 
(continued on page 60) 
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A TRADEMARK ... had a hand in leading Arthur H. 
3urt into the fold of The Sherwin-Williams Co. He took 
a course in advertising and, as he cryptically puts it, “it 
was only natural that one interested in advertising should 
start his career with a company whose trademark is one 
of the world’s 10 best-known.” Anyway, it was a wise 
tie-in: recently Art was elected v-p and director. He’s 
been in charge of the company’s sales for 6 months. 

Art Burt is another sales executive who has never seen 
service with any but his present company. He joined S-W 
in 1912 in the advertising end, moved on to sales promo- 
tion, then to a sales territory. From then on sales became 
his metier: He was, successively, division sales manager, a 
key man in a headquarters sales assignment and director 
of the company’s largest sales region. Father of three girls, 
his hobby is, nonetheless, helping young men in the o1 
ganization to get ahead. CGolfs, gardens, likes biography, is 
a rabid bridge player. Few years ago he was a member of 
a bridge team which was runner-up in a national cham 


pionship tourney. 


They're in the News 


THE SCOTSMAN... who lives on Kelley Green: 
\fter almost 20 years with Ethyl Corp., Malcolm Min 
dock—who joined the company during NRA days—has 
been made v-p in charge of sales and a director. During 
those two decades b gy. fi endly Mea Murdock has been 
morol clink manager, assistant manager n the L.A. 
and Chicago Divisions, sales manager of Ethyl Special 
ties Corp. (Ethyl, at one time sold detergents to oil 
companies, gave up when it discovered it was competing 
with its best customers. “I ended up,” says Mac, “quietly 
turning out the lights and closing the door on that 
operation,” ) Later he Was ce itral region. manage and 
general sales manager. Mac is a Cornell man, got his 
first iob as a sSUrVeVol One Suniel be ise . the boss 
figvured if | was a Cornell man | must be an engineer.” 
Actually his degree was B.A. But his first job after 
college was as a toll trathe engineer tor N.J. Bell Tele 
phone Co. Then he was a bond salesman, during the 
depression pumped vas at a service station. He hopes to 
settle down in this job: Ethyl has jumped him around 
so much he’s never lived in any house longer than two 


vears during his married life. 


26 


SALES MANAGEMENT 


IKE'S FRIEND... Business MW eck's serious-minded, able Dr. 
Gabriel S. Hauge (pronounced How-gy), who was Ike’s per 
sonal research director during the campaign, did such an excel 
lent job that he’ll continue on the new president’s staff: Hauge 
will remain with Ike as administrative assistant for economic 
affairs is 38-year-old Minnesotan, son of a Lutheran clergy- 
man ( ‘cial leave from Business Week, for which he wrote 
ts objective, hard-hitting Trend editorial page and was assistant 
to the editor and publisher, Elliott V. Bell. A liberal Republican, 
he’s no born-to-riches tycoon: He worked his way through Con 
ordia College as a radio announcer, a correspondent for the 
Fargo Forum and assistant in the Dean’s office. Later he earned 


his way toa Ph.D. at Harvard, Consequently he knows the situa 


tion of people on a limited income as well as the broader national 


‘conomic picture. He’s had the practical experience of service with 
the New York State Banking Department, of which he was chief 
f research and statistics for three years before going to Business 
Week... Papa to four children, he hopes to see more of them than 


he did during the campaign in which he played so vital a part. 


BY HARRY WOODWARD 


DISPLACED AMERICAN comes home: Since 1947 C. J. 
Kjorlien has been sales manager ot the W. A. Sheafter Pen 
Company of Canada, Ltd. The company’s brought him home 
to Fort Madison—as general sales manager. Niorlien, a 
Fargo, N.D. native, joined Sheaffer in 1940 as a special sales 
man in Wisconsin and northern Illinois after his graduation 
from Concordia College (Concordia boasts another successful 
alumnus on these pages: Dr. Gabriel Hauge). His rise was 
certain and fast... During the war he served as a Naval lieu 
tenant aboard submarines and cruisers. After his discharge he 
entered Sheaffer’s Foreign Service Division and traveled through 
out Europe and Latin America. He did such a bang-up job the 
Canadian plum fell to him. 
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LESS "BEERINESS" in the product .. . 


more push at point-of-purchase.* 


Hamm's Gains Ground in the 
Battle of the Beers 


Some reasons: A switch to a lighter, drier brew. A new 


advertising theme, more advertising. New packages. More 


emphasis on point-of-purchase work by salesmen. And 


some intensive cultivation of the smaller distributors. 


Based on an interview with 


WILLIAM C, FIGGE 


President, Theo. Hamm Brewing Co. 


It didn’t just happen that sales of 
Theo. Hamm Brewing Co., St. Paul, 
climbed 1066 during 1951 and an 
other 19% in 1952. 

The company planned it that way, 
building a promotional campaign that 
utilized the “sky blue 
Minnesota” and a sales organization 
that merchandised its product thor 
oughly. 


waters ot 
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It didn’t just happen that Hamm’s 
had a 25° gain in the establishment 
ot territories. 

It didn’t just happen that Hamm’s 
had an increase of some 400% in the 
volume of beer sold in Chicago from 
1950 to 1952. 

‘The Hamm company decided to 
test a new promotional and merchan- 
dising campaign in one of the toughest 


beer markets in the country. When 
the campaign started, it had some 600 
outlets among approximately 9,000 
beer licensees in Chicago. Today, it 
has 70% distribution coverage in 
Cook County and surrounding area. 

The Hamm story the past two 
years, during which the company 
pulled itself from a regional produce 
to its present position among the first 
15 firms in the industry, might seem 
fantastic to an outsider, but to a 
member of the organization the facts 
are simply these: 


1. There was planning to increase 
plant production from about one mil- 
lion barrels a year previous to 1950 
to about one and one-half million 
barrels of beer today. 


2. An advertising campaign was 
planned to take Hamm’s outside its 
existing territory.. To accomplish this, 
Hamm's beer was advertised on Ed- 
ward R. Murrow’s radio broadcast, 
during telecasts of Chicago’s baseball 
games, and on outdoor posters in 
large numbers. 


3. ‘The sales organization was gear- 
ed to that advertising campaign. The 
salesmen were trained by sound slide- 
films to operate quickly and efficiently 
to get the maximum retail sales. 


William C. Figge, Hamm’s presi- 
dent, who worked up through the 
ranks as a_ third-generation brew- 
master, says the story of the com- 
pany's sales growth in the last two 
years is unusual only in that it in- 
volves the teamwork of an organiza- 
tion that used a variety of approaches 
to step up advertising and promotion 
and to co-ordinate them with efforts 
to improve merchandising at the retail 
level. 

Figge and other executives in the 
Hanim organization admit that, to 
some extent, the Hamm expansion 
was impelled by a battle for survival. 

Shortly after the end of the last 
war, it became obvious that large 
breweries were becoming larger, and 
some of the smaller breweries were 
disappearing. The number of brew- 
eries had dropped, from 1,100 before 
prohibition to 464 in 1946, as the 
larger operators took over smaller 
plants that did not keep pace. 

About the same time, it became 
apparent that women made thei: 
wishes felt in the beer trade: ‘They 
preferred light, dry beer to the heav- 
ier beer. 


*Left to right: William Hamm, Jr., chair- 
man of the board; William C. Figge, presi- 
dent; Clyde Rapp, advertising director; 
Odd Moe, general sales manager. 
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Instead of waiting to be taken over 
by large operators, Hamm switched to 
a lighter beer and stepped off with a 
$16-million plant expansion program 
in 1949; by 1954 it will have in 
creased capacity by more than 400%. 
New distribution areas were planned 
and market development policies for- 
mulated, The stage was set for a 
greatly enlarged advertising program. 

About that shortly after 
Figge became president, there were 
some top jobs open in the Hamm or- 
ganization. They were filled by per- 
sons who had little background in the 
brewing industry but who understood 
merchandising and 


time, 


salesmanship. 
Those appointed were: 

Odd E. Moe, sales manager, who 
spent 20 years in sales with the Kel- 
logg Co. 

Clyde Rapp, advertising and sales 
promotion director, who spent. eight 
years with the J. Walter Thompson 
Co. advertising agency, and 12 years 
in sales and promotion with the 
Jergens-Woodbury Co., The Kroger 
Co. grocery chain and Procter and 
Gamble Co. 

Jack Berno, assistant sales man 
ager, who was sales promotion man- 
ager and supervisor of national ac 
count sales for the Home Appliance 
Division of General Mills, Inc., and 
spent several years with Westing- 
house Electric Corp. 

With Figge calling the signals, the 
“new team’’ took over. 

Production, promotion and mer- 
chandising were dovetailed so that as 
the volume of beer was stepped up, 
full-color, spreads ap 
peared in magazines, and = salesmen 
were retrained, 

Hamm’s sales dropped 86 in 1949, 
while plant capacity was increased, 
but the advertising expenditure was 
nearly tripled that vear and has been 
multiplied several times. 


double-page 


The decision to emphasize “from 
the land of sky blue waters” as the 
advertising slogan resulted from a 
conference between Hamm executives 
and executives of the Minneapolis of- 
fice of Campbell-Mithun, Inc., adver- 
where the campaign 
was co-ordinated. 


tising agency, 


Selection of the slogan “America’s 
beer” for sales impact 


was made after Rapp, Moe and 


most refresh ng 


Berno sold the sales and distribution 
organization on it. The new varia- 
tions are “‘Hamm’s, the beer refresh 
“refreshingly yours.” 

A regional slice ot the Edw ard R. 
Murrow CBS newscast assured top 
listenership in the Hamm bailiwick in 
the Middle West. The program was 
sponsored on 23 CBS stations in 


Minnesota, North Dakota, 


ing’ and 


low a, 
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South Dakota, Wisconsin, Colorado, 
Montana, New Mexico, Nebraska, 
Idaho and Wyoming. Approximate 
vearly cost: $300,000, 

But even the advertising people 
hadn't hoped for the response Hamm's 
received from the commercial, which 
went something like this, accompanied 
by strumming on a harp: 

“.. Folks, come to the land of sky 
blue water to relax—to feast your 
eves on the cool, fragrant forests and 
the thousands of deep lakes to 
breathe deeply of the brisk, bracing 
air. And right this minute—all ovet 
America—more thousands are enjoy 
ing a bit of this enchanted land right 
in their homes. . .” 

People wrote to the Hamm com 
pany to find out more about this en 
chanting land. Reservations poured 
in at Minnesota’s approximately 4,300 
resorts—the third largest industry in 
the state. People described the ad 
vertisements they had seen and the 
radio broadcasts they had heard. 

Resort-owners knew a good thing 
when they saw it. At most resorts, 
when you asked for a bottle of beer, 
you got a bottle of Hamm's. At some 
resorts, vou got a bottle of Hamm’s 
no matter what you asked for. 

Resort-owners even presented Clyde 
Rapp with -a_ scroll honoring the 
Hamm company “for carrying the va 
cationland story of Minnesota to 
every corner of America.” 


Far from resting on its laurels, the 
Hamm campaign was just beginning 
to hit its stride, “Land of sky blue 
waters” posters were placed through 
out lake-hungry areas in the South. 
Rushing streams and serene lakes bor- 
dered by tal! pines dramatized the 
picture. 

Whenever a double-truck color lay 
out appeared in one of the magazines, 
distributors were well supplied with 
reprints. But newspapers were re- 
garded as the No. 1 Hamm advertis 
ing medium on the West Coast and 
an important one throughout the dis 
tribution setup. 

Sunday magazine sections of news- 
papers portrayed the “sky blue water” 
background, and weekly newspapers 
carried extensive linage describing the 
distributor’s role in the territory. 

Color pages appeared in such mat 
kets as Denver, Long Beach, Hono- 
lulu, Wichita, Chicago, Tulsa, Port- 
land, Duluth, St. Paul and Seattle. 

At the same time, Hamm stepped 
up its public relations program to 
supplement advertising and sales pro- 
motion. W, A. Curtis, who has a 
background in radio, was named di 
rector of public relations. The public 
relations program included — such 
events as a dinner tor Minnesota 
mayors. ‘he Minnesota governor at 
tended, heard the Hamm company 
praised tor an outstanding job in win- 
ning friends for the state. 


Heres rea 
refreshment 


...from the land of sky blue waters...to you! 


“YOU GET HAMM’S NO MATTER WHAT YOU ORDER" . 


.. in some Minnesota 


resorts. That's because the Hamm advertising theme has created so much new vacation 
business for the Minnesota lake country. The resort owners are believers in reciprocity. 
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While this was going on, however, 
there was a lot of down-to-earth 
work to be done. The company com- 
missioned Lippincott and Marguiles 
to redesign the complete Hamm line 
from crown to carton. [asy-to-re 
member labels carried family resem 
blance throughout the line. 

The grocer’s entrance into the beer 
field was the cue to the growing im 
portance of packaged beer and Hamm 
profited by the trend. When the 1950 
showed that package bee: 
totaled 70% of all sales in 1950, the 


I edes gned 


hgures 


company had its “six pac’’ 
to improve the carton and design. 

Without shouting about its new 
labels, Hamm’s early 1951 advertise 
ments quietly but pointedly played up 
the design against a backdrop from 
“the land of sky blue waters.’ That 
design has been changed since then 
to simplify it. Some of the fancy work 
has disappeared. 

The company strengthened its deal- 
er distributor organization and _ in- 
tensified its advertising program as 
Hamm's beer gained popularity in the 
South. 


Murrow Sells Beer 


‘| he market tesf, however, revealed 
the effective and ineffective advertis 
ng approaches and taught the firm 
which distributors to depend on 

‘Then there was a test of the effec 
tiveness of the Ed Murrow program. 
‘The company found that in the area 
reached by the regional broadcast, his 
program reached at least 50} of the 
homes in the area once 


a week. 
Among the listeners, there were 25% 
more beer drinkers than among non 
listeners. Among the listeners, some 


67% drank Hamm's beer compared 
with non-listeners. 

This bolstered the company’s con 
fidence, but it wanted to look more 
closely into the possibilities of tele 
Vision. 

Company executives decided that 
was the time to test its sales and mer- 
chandising organization in Chicago 
a competitive beer field. Chicago at 
that time was dominated by the St. 
Milwaukee “premium” 
beers, but there were a dozen or more 
local beers to contend with. 

Hamm, at that time, had only one 
distributor in Chicago. He had 600 
outlets, mostly on the west and near 
north sides. He had five trucks, in- 
chiding those for draft beer. 

The company recognized that estab- 
lished beer dealers in Chicago might 
take on a growing product but, at 
the same time, they might “‘sit on it” 
and merchandise leading brands while 
determine — whethe1 


I ouls and 


waiting to 
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Hamm’s sales effort was successful. 

Hamm decided to take on small 
distributors who indicated they had 
capacity to grow with the campaign. 
‘They were, as Berno expresses it, “‘a 
little hungry” for the potential busi- 
ness. 

The company moved in its stat 
salesmen from the Middle West, who 
could be spared for the Chicago push. 
They worked with retailers to teach 
them how to sell beer. There were 
Hamm salesmen from Minnesota 
lowa, Nebraska, Wisconsin and 
North and South Dakota, visiting 
Chicago retailers to teach them how 
to put up point-of-purchase displays 
to help them increase their sales. 

The salesmen were warned from 
the home office that beer retailers in 
Chicago are constantly approached by 
many brewery people. Hamm sales- 
men had to put over their points 
swiftly and accurately. Apparently, 
they did. 

Meanwhile, the company made ar- 
rangements to telecast both the Chi 
cago Cubs’ and the White Sox base 
ball games. Chicago is not only a 
beer-drinking town; it is a baseball 
town. The customers loved it. The 
“Sky blue water” 
was effective. 

With that sort of response, the 
Hamm company was convinced it had 
been right in picking small, growing 
distributors. When a product really 
catches on, the big distributor can’t 
ignore it. The company was right, 
too, on that score: The big distribu 
tors began to buy Hamm’s beer. 

The Hamm company utilized three 


advertising theme 


sound slidefilms in Chicago and 
shortly thereafter a fourth—to train 
the salesmen it put to work in Chi- 
cago. Salesmen were picked very care- 
fully. They were men from the food 
and beverage industries, new to beet 
but who exemplified the best qualities 
of salesmanship. 

The company claims that 
sales in Chicago increased 4007 tron 
the beginning of 1950 to the end of 
1952. It also asserts that from its 
original 600 outlets in Chicago, it 
progressed to the point where it now 
has 70% coverage of approximately 


ts bee! 


9 OOO licensees. 

Beyond that point. in 
Hamm will not go because 
tion still is rugged and Illinois is one 
of the few states in which you cannot 
go to the tax collector and tind out 
what your competitor is doing, Ih 


Chicago, 
competi 


nois beer sales are closely guarded 
secrets, 

There is no secret, however, that 
the Hamm company is happy about 
another new expansion program. 
Figge and William C. Hamm, Jr., 
who stepped from the presidency to 
chairman of the -board when Figge 
was named president, recently an 
nounced a new $4-million building 
program. It will increase present 
facilities by 2000. 

In view of the expansion, it was 
no surprise when Hamm executives 
began to look around at potential 
markets in Texas and other areas. 
They apparently believe their promo 
tion, advertising and salesmanship 
program has been well tested, is ready 
to move into more untapped markets. 


F_ B.SMYTH SE 
Wice PRESENT 


“What happened to our old water cooler?” 


SALES MANAGEMENT 


if 
AR A 


THEY ALSO LEARN: Eastern's oxecutives in charge of sales, good 
will and profits heard how Junior Board members are developing 
them at station level. L. to r. vice-presidents Morris M. (Jack) 


Frost, traffic; William Van Dusen, public relations; Joseph H. Brock, 
employe relations, and Thomas F. Armstrong, secretary-treasurer. 
These and other upper-echelon members reported to the meeting. 


Eastern Builds Jet-Propelled Managers 


Their problems range from delays, damaged bags and 
dogs to finding passengers for $100 million of new planes 
—which by 1958 will be augmented by $125 million jets. 
At four management levels, Eddie Rickenbacker develops 
the people to keep Eastern Air Lines setting the pace. 


After the Junior Board of Dire 
tors had sounded off at some length 
on whether or not | astern A I | Wes 
should lift a year-old embargo on cut 
president and general 


Rickenbacker, 


flowers, the 
manager, Edward V. 
ventured his opinion: 

“Let National and Delta keep the 
cut flowers! Why in hell should we 
worry about S1OO0,000) of flowers, 
three times a yea at Christmas 
Kaster and Mother’s Day ? 

“Put yvour time in on things to 
make a profit. You're only in bus 
ness to make a pront .,. Let's assume 
You'd 
have to meet the payroll every week 
and all the bills at the end of the 
.. Do you know how damn 
quick I'd get fired if I missed one pay 


roll? And I'd have it 


I’d have done a bad job of helping 


that vou own that. station. 


n onth. ° 
coming to me. 


you to help yourselves. cae 

“When vou get back home, buy 
that station!” 

Potential buyers of the 90 stations 
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Part Il of an article in 2 parts* 


BY LAWRENCE M. HUGHES 


n the EAL system were listed in my 
program as Speakers Nos. 95 to 213 
at this meeting of what Rickenbacket 
calls the “fourth echelon of our man 
agement.” In effect, these youngsters 

average age 28 yvears—are buving 
their stations. Ninety-one per cent of 
them now own stock in Eastern Ai 
Lines, Inc. 

From such smaller stations as Sa 
vannah, Corpus Christi, Lexington 
Frankfort and Hartford/Springtfield 
had come usually one person, the chiet 
agent. Mliddle-size stations West 
Palm Beach, \lontgomery Nashy Ile 
and others—brought two apiece, the 
managers Of operations and reserva 
tions sales. And the big ones, such as 
New York, Miami and Chicago, were 
there in force with assistant trafh 
sales managers, city and field counter 
and reservations sales managers 

The Junior Board members were 
holding semi-annual 
Eastern’s _ first-and-second — echelon 
higher brass at Miami Beach, Sep 


session with 


tember 10-17 Back home, their 
immediate superiors the station man 
agers and trafhe-sales managers, were 
busy keeping airplanes flying and try 
ing to keep them full of people and 
cargo. A month later this group—the 
third echelon, or Field Board of Di 
rectors—would leave such problems to 
the fourth-echelon assistants while 
they met at Miami Beach with the 
firsts-and-seconds. 

Though scores of technicians, spe 
cialists and scientists spoke their 
pieces, ours was predominantly a sales 
meeting—and a /ocal-sales meeting. 

One individual from each station 
compared its revenue for May, June 
and July, 1952, both with actual sales 
for the parallel months of 1951 and 
quota for these months of 1952. Each 
station’s figures for each of these three 
factors, each month, were printed big 
on a board near the speaker’s table. 


*Part I appeared in the December 15 
Issue 
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As each local man ended his report, 
he tore off that sheet—to take home 
and post. 

Each station reported ratio of man 
power to passengers boarded. And on 
all these and other factors the reporter 
had to tell why 
done about them. 

ach speaker also told the status 
of assignments given him at the pre- 
vious Junior Board meeting. He also 
suggested problems for group action. 


and what was being 


But first the whole group heard re 
ports on larger-than-local problems: 

“You've got to see that every dollar 
we spend comes home leading a dime,” 
said Herbert C, Dobbs, Latin Amer 
He des« ribed 
the chances in his area for new dimes. 
The cities still are ‘at the mouth of 
a river on the sea.” But the airplane 
jungles and moun 
tains changing trade routes... East 
ern is the main link between ther.” 


can division manager. 


is “leaping over 


Southern Opportunities 


A guest, Edward G. Bern, vice 
president for sales of Panagra, con- 
firmed it. If an equipment interchange 
between Panagra and Eastern mate- 
ializes, passengers could fly from Bos 
ton or New York to Santiago or 
\ires in the same_ plane. 
Bern added: “9007 of this business 
would. go Eastern.” 

Successful selling must harness 
other forces. In the first half of 1952, 
reported George W. Hunter, assistant 
manager of agency sales, Eastern’s 
business from travel agents climbed 
28° from-first half 1951 to $10.542 
million. 

Fred Riedel of New York, secre 
tary of the reservations sales man- 
committee, discussed six-day 
sales checks, overbooking and oversell- 


Buenos 


agers 
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A FLYING SALESGIRL: 
Flight attendants sell pas- 
sengers $1.4 million space 
annually. Captain Ricken- 
backer congratulates Mar- 
garet Boyle of Atlanta, all- 
around winner in a contest. 


ing; suggested regular local meetings 
on sales-building ideas, and invited 
other stations to “steal them like 
crazy.” 

Louise H. (Ma) Saunders, train- 
New York, de- 
scribed her work to “help people know 
their job and realize the importance 
of it.” As Eastern grows it is impor- 
tant to “keep the group spirit.” 

‘Thus far in 1952 express business 
was down 11% but freight up 35%, 
said Richard W. Gilbert, cargo sales 
manager. Embargoes on cut flowers 
and live animals had affected express. 
Both freight and express were hit by 
the fact that Eastern had turned its 
all-cargo ships over to the Govern- 
ment. ... Local contests, such as one 
conducted in Baltimore, could help. 

Though mail revenue in the first 
five months of the year rose 13% to 
$1.234 million, reported Stratford W. 
Rice, airmail and air parcel post man- 
ager, Eastern’s fines for mishandling 
soared 99.8%, 

Leslie P. Arnold, v-p for leases and 
properties, told of work with the mili- 
tary at several airports. ... New fa- 
cilities were being opened next to air- 
port postofhces. At Chicago Eastern 
had joined with the Air Mail Service 
in the same hangar. . . . He showed 
how to clarify agreements: ‘“‘Write a 
letter, saying exactly what you mean, 
as vour ‘understanding’ of the points. 
Such a letter isn’t a binding contract. 
But it helps’ 

Durand W. Fisher, supervisor of 
the Idea Bank, compared FEastern’s 
How of employe suggestions with other 
airlines’. In 1951 EAL reecived 187 
1,000 employes, 
against an industry average of 152. 
In adoption, however, Eastern, with 
19.6°, lagged behind others—which 
ranged between 20° (American) and 
29.860 (Pan Am.). 


ing supervisor at 


suggestions per 


Financial men groaned about rising 
costs. But they came up with specific 
ideas to meet them. Some even sug- ° 
gested ways to get more business. 

Joseph H. Brock, v-p for industrial 
and personnel relations, spoke, the 
second day, on “the meaning of 
loyalty: 

“1. To speak well of your com- 
pany—or not to speak at all; 

“2. ‘To criticize constructively—or 
not at all, and 

“3. To be courteous to customers 
and associates.” 

The Research Department was 
making surveys to determine probable 
amount of new business to be gained 
from interchanges with other lines 
and a proposed merger with Colonial. 

In selling international _ tickets, 
Fastern’s expenses in the first half of 
1952 exceeded commission income by 
$18,000. Eastern also seemed to 
be losing its shirt by ticket-refund 
procedures. Some refund claims were 
three years old And speaking of 
losses, someone asked: “Should not 
passengers pay for their meals?” 


Free Meals Costly 


The Captain made remarks on all 
these points. On the meal suggestion 
he said: “We've tried to get this 
started over the years. The airlines 
would be 50°@ ahead of where they 
are if we charged for them. ‘The day 
will come when we do.” 

There were errors in gasoline 
charges ... (due, said Rick, to “care- 
lessness, indifference or stupidity” ) 

. and minor accidents to passengers 
stepping off the Falcons, because the 
height of the ramp step varies with 
the load in the plane. 

(Rick: “At least 5067 of those ac- 
cidents are due to flight attendants, 
who don’t warn passengers. We need 
a light on that step.”’) 

Old equipment was being sold. In 
six months Eastern had made $20,000 
on the sale of $128,000 of surplus 
parts. Twenty of the 35 DC-3’s had 
gone to feeder lines and for executive 
use. . . . But other lines also were 
unloading their old DC-3’s. “We 
must,” the Captain said, “make our 
prices competitive.” ... 

Flight 503, New York to New 
Orleans, seemed worth avoiding. 
Capt. John H. Halliburton, opera- 
tions manager, said that field checks 
on it for the month of July showed 
only seven on-time starts and, in 31 
days, a total of 877 minutes or 14! 
hours delay in reaching New Orleans. 

Out of thin air came four meteoro- 
logists: Flight weather can now be 
determined “at least four hours ahead 
of departure” in time to shift Newark 


SALES MANAGEMENT 


Reflected Everywhere 


No matter where you look, the importance of chemicals is reflected 


in our national economy. And, reflected from the selling set-up of 
the chemicals industry, Business Week stands out as an important 


advertising medium used by leaders in the field. 


REASON: Business Week is read by a highly concentrated audience 
of Management Men. These are the executives of business and indus- 
try who make or influence buying decisions. Their firms are the prime 
prospects for chemical products. 

RESULT: The maker of chemicals, through Business Week, reaches 
buyers at a low sales cost, with a minimum of costly waste circula- 
tion. That’s why Business Week regulariy carries more pages of 
advertising directed to business and industry than any other ge 


business or news magazine. Year after year it holds true 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 36, N.Y. 


These Chemical Advertisers Are Opening Up 
New Markets Through Business Week 


Air Reduction Co., Inc 
Aluminum Co. of America 
Chemicals Div 
American Cyanamid Co. 
Anchor Plastics Co 
Arabol Manufacturing Co. 
Armstrong Cork Co 
Industrial Adhesives 
Atlas Powder Co 
Bakelite Co 
Celanese Corp. of America 
Davison Chemical Corp 
Dearborn Chemical Co 
Dewey & Almy Chemical Co 
Dow Chemical Co 
Dow Corning Corp. (Silicones 
E_ 1. DuPont de Nemours & 
Co., Inc 
Durez Plastics & Chemicals, Inc 
Eastman Kodak Co 
Distillation Products, Inc 
Food Machinery and Chemical 
Corp 
Formica Co 
General American Transporta 
tion Corporation (Plastics Div 
General Electric Co 
Chemicals, Silicones 
Glidden Co 
B. F. Goodrich Co 
Geon, Koroseal 
Goodyear Tire & Rubber Co 
Chemical Div 
Hercules Powder Co 
Hooker Electrochemical Co 


A McGRAW HILL PUBLICATION 


International Minerals & 
Chemical Corporation 

Koppers Co., Inc 
Chemicals, Plastics 

Libbey -Owens Ford Glass Co 
Plaskon Div 

Mathieson Chemical Corp 

Minnesota Mining and 
Manufacturing Co 
Adhesive Coatings 

Monsanto Chemical Co 

National Starch Products, Inc 

Naugatuck Chemical Div. of 
U.S. Rubber Co 

Nox-Rust Chemical Corp 

Pennsylvania Salt 
Manufacturing Co 

Pittsburgh Coke & Chemical Co 

Pittsburgh Plate Glass Co 
Columbia Southern 
Chemical Corp 

Prolon Plastics Div. of 
Pro-Phy-Lac-Tic Brush Co 

Reichold Chemicals, Ine 

Rogers Corp 

Shell Chemical Corp 

Standard Oil Co. of California 
Oronite Chemical Co.) 

Standard Plastics Co 

Taylor Fibre Co 

Tennessee Prod. & Chem Corp 

U.S. Rubber Co. (Thermoplastic 

Union Carbide & Carbon Corp 

Westinghouse Electric Corp 
Micarta Plastics 

Wyandotte Chemicals Corp 


Revlon’s Treasurer and General Manager, Joseph Revson, with “Fire and Ice’ 


’ girl Dorian Leigh 


He kept 7,235 dates with this girl! 


Five months ago she was just an idea 
loday, as the temptress who sells 
Lipstick 


and Nail Enamel, she’s America’s most 


Revlon’s new “Fire and Ice” 


talked-about glamour girl! 

“She created the greatest shipping 
problem we ever had,” says Joseph 
Revson. ‘7,235 stores wanted ‘Fire and 
Ice’ merchandise and displays — to be 
delivered before the promotion date of 


November 1 
rhere was only one way to keep all 


those d ites! And as he avy fr orders 
flooded in, we continued to fill them 
via Air Express. Volume ts now thx 
heaviest in our history! In maintaining 
that momentum—and keeping the good- 
will of the stores—Air Express service 
has been invaluable 

“We don’t overlook costs, either 
Air Express rates are the lowest in the 
field on practically every shipment we 
make. Witha volume like ours, those sav- 
ings add up to a very substantial figure!” 


SAR EXPRESS 


GETS THERE FIRST 


Division of Railway Express Agency 


n the noise and “danger” of low 


planes, one flyer emphasized 
h employe has a community 
lob to do. . . . To which 

“T’ve been through it. 
lots are do ng the best iob,. 
till not good enough. We 

New York area’ job in 
a much bigger way. If we'd done this 
five vea go, Newark would neve 
have been closed.” 


\lo When 


someone deive nto ignition systems, 


toremen, 


ckenbacker said: “The chiet p lot 
of the TW \ plane that bro iwht us 
home had good results from a spark 
pl ig teste! The man next to me 
hispered ‘Does any other airline 
president know about that?” ) 

But always back to Sales. Fermon 
\. Stone, director of flight operations, 


\l aml 


ous depa tments with 


unped trom relations of vari 
Accounting to 
Canada. 
Girifith, superintendent 


opportunities tor sales in 
William | 

of passenger service, noted that in 
two months his flight attendants had 
turned in 5,856 leads—which brought 
1,885 sales to 


Indeed, between 


2,798 passengers. 

“meals and maga 
zines,’ one girl attendant,. Dee Dee 
Hancock of Miam 


sale. “Vhis was part of Eastern’s pro 


made a $105,000 


get manufacturers and others 


} 


gram to 
to award air trips in sales contests. 
Miss Hancock won a special prize in 
Eastern’s own contest for attendants. 

First prize in the 
month contest last summer went to 
Margaret Boyle of Atlanta. She led 
in dollar sales, passengers boarded, 
San Juan bookings and “Happy Hol 
days.’ At a banquet on the final 
night ot the Junior 


regular two 


Board meeting, 
Captain Rickenbacker awarded prizes 
to 16 other voung women and men. 


Everybody Sells 


Ambrose L. Chabot, superintendent 
of maintenance, seemed to be partly 
in merchandising. In improving the 
Falcons, Eastern also had made cet 
tain eliminations. By getting rid of 
just one part Maintenance had saved 
SS8V00 on each plane. When the Cap 
tain wanted to know “What did we 
do with the part?’ Chabot said, ““We 
sold it back to the manutacturer.” 

The Junior Board members listened 
to reports of retraining pilots to run 
the new planes ... of a study of 37 
airports which showed a lot of broken 
runways and propeller-blown gravel 
; ot the kind of uniforms their 
people should wear. (A_ purchasing 
agent said women ticket agents could 
use “any material for their blouses, 
so long as it is not transparent. ) 
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Finally, the local operators took the 
floor. Station by station they revealed 
the state of the system. 
flight 


caused Savannah to drop business to 


Loss of an early-morning 
National. Savannah personnel deliver 
mishandled bags on their way home 
trom work. Schedules could be bette: 
maintained if incoming — captains 
radioed ahead how they stood on gaso 
line... . Columbia’s monthly business 
had risen to $69,000.) Its) runway 
often was so wet passengers had to be 
taken to ships in baggage cars! 
Due largely to business from the big 
Parris Island Marine base, Charles 
fon reported revenue gains of 100. 
Charlotte broke down passengers by 
long and short run. . Spartanburg 
had a new instrument landing system. 
I inston-Salem’s three-month 
revenue trend was mixed. A new stop 
there of Flight 550 “will pick up 
.. Macon got pub 
licity on a local radio station. (Rick: 
“Write me about it, so 1 can thank 
them.” ) Working with Army 
Post officers, Albany, Ga., sells “S85 
of the anilitary business in our area.”’ 


more eNXNpl ess.” 


.. . Tallahassee’s gains ranged from 
I+ to 91 

ano delay” 
(*This,” 


management under system policies.” ) 


. Orlando was holding 
contest among its people. 


said the Captain, / 


is (0ca 


Families Help, Too 


To stimulate interest of emploves 
and their famiiles in selling Eastern, 
Tampa had developed a committee 
which had sent out a questionnaire to 
all of them. (Rick: “Get me a copy 
of the questionnaire. I like the family 
angle particularly.” ) ‘Tampa also pro 
motes itself as “the gateway to Flori 
da’s West Coast: You'll save by com 
ing to Tampa—because you just can’t 
spend it all!’ (Rick: “Very, vers 
good, . . . We haven't given enough 
promotion to Tampa.” ) 

Jacksonville had good news of on 
time operations ° Daytona Bea h 
was shooting for $6,000 a month more 
revenue. J’ero Beach was up 2 to 
3307, and West Palm Beach as much 
as 6007. West 
mailings to schools, hospitals, et 


Palm was sending 


getting store displays. 

Only four times in eight days did I 
hear railroads mentioned. Once was 
when Miami reported “international 
business increasing at a phenomenal 
rate,” partly by closer relations with 
these crawling carriers. . . . One 
Miami sales device is a ‘‘deposit for 
future travel.” It had been found 
that a flat sales counter is ‘more 
friendly than a two-level counter 
even though we have to bend more.” 


For “Happy Holidays’ Eastern 


worked with Miami Beach hotels, 
which have a 6 p.m. checkout, to try 
to get rooms ready tor early arrivals. 
(“If you arrived in the morning,” 
said the Captain, “and your 
wasn't ready by 3 p.m., you'd be mad 
as hell.” 

National and Delta were getting 
more of the northbound freight from 
Havana through Miami. (2? !!") 

I lavana—with “‘one emplove across 
the board” 39%, 


‘Though Eastern does not serve Ha- 


room 


boosted business 


vana directly, a joint newspaper cam 
paign with Pan Am lifted interchange 
volume. A new airport Batista 
Kield—would be ready next vear, 


Flying Gardeners 


San Juan's monthly rate haa risen 
to $650,000 partly from carrying 
Puerto Ricans by aircoach to work 
New Jersey's truck farms. (‘‘An out- 
standing job. But we need a return 
guarantee.” ) 

Despite many flight delays 


ig “long 
enough to miss connections’ Corpus 
Christi gained 19 to 4300... . The 
military had given San Antonto a rec 
ord August 


only a shade ahead. But progress was 


a Tlouston sales were 


being made on “no-shows” (people 
who reserve space but fail to fly), 
more meals than passengers, lost bag 
gage. Better Washington-New York 
Airlines cut 
into Houston’s mail volume. 

While Nex 
only 9 to 15¢¢, this station was board 
ing a healthy average of 150 passen 
gers per employe... . 


schedules of American 


Orleans’ sales rose 


The sequence was interrupted by 
appearance of 39 men from the base 

‘They told of morale problems : ot 
convincing the grumblers and mal 
contents that they were “letting the 
whole gang down.” 

They described damage to big and 
little display model ships. 

(“Watch those models. They're 
just as important, dollarwise, as the 
big ships.”” More care should be given 
to both along the line. “You wouldn't 
treat your home furniture that way.” ) 

Krank M. Kelley, 
ground equipment, 
E-astern’s profit-and-loss’ statement to 
each station for its bulletin board, “to 
tell them the importance of maintain 
ing their equipment.” 

On a report of the 21,000 items 
needed for the Falcon, the Captain 
emphasized: ‘Remember: Replace 
ment doubles or trebles cost.’ 

And speaking of losses, one super- 
visor said that on six trips to Balti- 
more, Eastern lost his bag three times! 

An electronic expert showed how 
“foremen can sell air tickets.” 


supervisor, 


service sends 
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This resumed the local situations: 
At New Orleans an Esso “boy” had 
driven a Gulf truck from a blazing 
plane. Rickenbacker sent him a check. 
: Pensacola had lifted sales 53 to 
96% —thanks to the Navvy—and had 
educed costs. But distilled water for 
radiators was being shipped from Mo 
bile 

“YT think,” said Captain Eddie, 
“we're spending a hell of a lot of 
money we don’t have to. There’s more 
hokum in the engine business than in 
the airline business.’ ) 

Slackening demand left 
VWontgomery’'s sales between plus 3% 
and minus 31%. (“That's what this 
business does to you. 


military 


Find out how 
much of your revenue is military, and 
plan to get along without it!’ ) 

Atlanta counter sales managers pro 
duced 443 leads and “176 definite 
fares’ from a contest. “Happy Holi 
days’ were sold to employes of local 
business firms. Retraining of sales- 
people there cut down turnover 50. 
(“The more a man knows about his 
job,” the Captain observed, “the bet 
ter he likes it.” A few minutes late1 
he praised the work of Carl J. Sticher, 
a counter sales manager: “If your im 
provement is as great in the next six 
months, you can have my job."’) 

More from Atlanta: 15 front-page 
newspaper stories on an EAL sales 
contest; a free half-hour on a U. of 
Georgia TV show; a Super Connie 
showing which drew 10,000. 

Chattanooagans charged EAL with 
standing for “expensive airline.” 
Northeast-bound passengers are taken 
southeastward to Atlanta and 
charged for it before continuing 
north . Nashville gets “all travel” 
of Vanderbilt University’s teams. 


Tell the Marines 


One technician noted, in the in 
strument shop, a “new atmosphere ot 
freedom, unity and trust.” Another, 
n radio-electrical line maintenance, 
declared that ‘we're trying to train 
men so they'll want to do the iob in 
unity and teamwork.” He added that 
Eastern should do some selling among 
the “8,000 to 10,000 Marines at Opa 
laca base in Florida!” 

Captain Eddie made a little speech 
on “Maintenance [as the] foundation 
of reliability, Eastern had won a safe 
ty award for going 3.1 billion passen 
ger miles in 1950-51 without a fatal 
tv. “Since then we've done 1.5 bil 
lion more. ‘This record is 46 times 
hetter than the industry's average.” 

Back to the locals again. I/ndian 
ipolis made a suggestion: 
“How can we reduce service work, 
to devote more time to sales?” 


forum 
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Chicago wondered whether ramp peo- 


ple should be included in employe- 
(Rick: “When I’m 
in town count me in.’’) Chicago had 
sold a lot of “Happy Holidays.” 
Counter sales in July had a 540% gain 
in round trips. The station was work- 
ing with other companies on an inter- 
line “opportunity contest’; was re 


passenger ratios. 


ducing phone calls by getting several 
confirmations at one time. 

Roanoke had trouble with the com- 
munity fathers. (Rick: “A railroad 
town with exalted ideas of what they 
should charge airlines. We cut sched- 
ules. Then they gave us what was 
fair.”’) On the opening of Roanoke’s 
new terminal building this fall, local 
bigwigs including railroad men — 
would get Falcon courtesy flights. 

Sales gains at Pittsburgh soared up 
to 77%, and the new $32 million air- 
port facilities there already were get- 
ting crowded. Keep 
“Happy Holiday” reservation cards, 
with full data on passengers, to sign 


Suggestion: 


up the same passengers next year... . 
Akron/Canton was troubled by “lack 
of space available south,” from De 
troit and Cleveland, ‘‘and schedules 
north.” Yet A/C was pitching in: 
“The better we do our part, the easiet 
it is for the other fellow.” . . . Cleve- 
land's gains over-all were modest but 
in round trips substantial ... Though 
Detroit's 
steps 


increases were even less, 
such as a sales-incentive plan 
and promotion of international stu 
dent travel were being taken to 
boost them. 


Lift the Load Factor 


St. Louis showed up to 250% more 
volume; passengers boarded per res 
ervations sales agent up 36°. An 
“efhciency board” was reducing tele- 
phone-handling time, lost calls and 
no-shows. In radio and newspapers 
St. Louis was promoting a new four 
hour Super Connie flight to Wash- 
ington, competing with TWA. 
“Happy Holiday” sales trebled those 
of 1951. But average load factor was 
only 56%. 
( Rickenbacker: “Get it up to 80.”’) 
We knocked off Saturday noon. to 
resume Monday at 8 am. But for 
committee members working on the 
forthcoming forums there were few 
tree evenings and no holidays. 
Evansville increases averaged 30. 
Nine-tenths of planes were handled 
without delay. Passengers boarded in 
August reached 181. (“A good job!” 
said the Captain.) ... At Louisville 
the boarding ratio was a strong 150. 
The ‘Newark situation” had much 
to do with the fact that big Washing- 
ton gained only about 100. But its 


operatives were stirring up more sales 
among travel agents and others. Nine- 
tv EAL displays last summer were 
placed in local business windows. In 
a story on Washington National Air- 
port, The National Geographi Mag- 
azine was picturing Eastern planes 
and facilities. TV stations ran its 
film “The Miami Beach Story.”’ Sec- 
retarial schools had been persuaded to 
start courses on “How to Read Air- 
line Timetables.” 

(Two musts: wider showing of the 
films, and helping more secretaries to 
learn to “read.’’) 

Baltimore was stepping up long- 
haul and military sales. Its represent- 
atives were doing a sales job at Fort 
Meade. One-third of MWtlming- 
ton business was coming from du 
Pont, an exclusive Eastern account. 
... Philadelphia was promoting the 
“experience” theme in envelope in 
A tlantu 
City had given Silver Falcon rides. 


serts and otherwise. 


Vacations Wholesale 


New York had sent upstate a Six- 
man team, which made 3,000 “Happy 
Holiday” sales. Mexican Tourist Bu- 
reau was mailing EAL literature in 
correspondence. Some 12,000 Puerto 
Rican workers would be flown back in 
the fall. One office alone gets 1,000 
requests a month for trans-Atlantic 
space. Sales at Idlewild were growing 
$10,000 a month. The space-confirm 
ation rule had cut New York no: 
shows to 120%. . . . But mishandled 
bags were costing $1,000 a month. 

“That,” said Rick, “means a loss 
of $1 million in good will!” 

There are, in fact, even more effec- 
tive ways to lose good will. He read 
to the Board a letter he had just re 
ceived, It was from a man who re 
cently returned with his wife and two 
tiny youngsters from Portland, 
Maine, to their home in Providence. 
They were flying Eastern on the 40 
mile leg from Boston. Though the 
weather had turned bad, Boston be- 
lieved the flight could make Provi- 
dence. Meanwhile, the wite had be 
come quite ill. 

Instead of landing at Providence, 
the flight had to go straight through 
to LaGuardia. There, Eastern wasn't 
of much help either. The family 
could not get Pullman space or a 
hotel room. Finally, the man reached 
a friend who took them in. The next 
day they went back to Providence via 
American Airlines. 

The Captain said strong 
things: “We should have extended 
-regardless of cost 
for that little family. Use your judg 
ment. . 


some 


ourselves to care 
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Jerry Campbell Bob Ramage “Pan” Van Diver Edna Arico 


Herm Braumuller Bill Brown Laine Wilson Evelyn Steiner 


appv \ew lear 
pp 


. to our clients, past, present, and future! 
. to our contemporaries’ clients!! 
. to our contemporaries!!! 


Which Season's Greeting moods us for passing a few resolutions. AMEN! 
Sky Hopper We firmly (yes, firmly) ... 


resolve, to quit argufying with clients at least after 3 p.m. of any working day... 
except, of course, in support of measures we believe to be to their more enduring 


benefit than any proposed alternative; 


resolve, to bend our diteh-digging picks to persuade each client that his customers 
and prospects are his bosses ... and that the value of our service to him increases 
as we represent his bosses’ interests, and decreases as we yield such representations 


resolve, to continue our efforts to induce clients to explore, or permit us to explore, 
objectively, what's on their customers’ and prospects’ minds, so far as it may affect 


the marketing of their products. 


resolve, to improve our composure and restrain our obstinate spirit in the face of 
damaging assaults on plans we believe to be sound, copy we believe to be good, 


and charges we believe to be fair. 
resolve, to admit mistakes, without alibis; to allow clients freedom of speech and 


opinion, without rancor; to humble ourselves before unexpected but irrefutable 


facts and insuperable odds, without pride. 
In sum... 
We expect to prosper in 1953 only as we contribute to our clients’ prosperity 


through the profitable improvement of their relations with their customers, their 


prospects, their employees, and their communities! And the same to you! 


The Schuyler Hopper Company 12 Kast Alt St, N. ¥. 17, N.Y. .Exington 23135 


‘**DITCH-DIGGING’: ADVERTISING THAT SELLS BY HELPING PEOPLE BUY’’ 
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rt Insure 

e Licensing 
Delivery 

” in U. S- 


ywhere 


FOUR WHEELS, INC. 


HOME OFFICE: 6200 NORTH WESTERN AVENUE, CHICAGO 45 


Are there some 
missing 


LYNX 


in your chain of 
Sales Development? 


ty) ca dino 
PACKAGING PARADE 


THE NEWS MAGAZINE OF PACKAGING 


More display space per $ on Super-Size page... 


More attentive readership with news-and-picture 
features, thru-the-book format... Stronger selling 
impact on MORE important buyers of Packages 
and Packaging Machines—-Supplies—Services... 
15000 (CCA) ALL-BUYER circulation. 


* 
HAYWOOD PUBLISHING CO., 22 E. HURON ST., CHICAGO II, ILL. 
NEW YORK 17— 101 PARK AVE. * WEST COAST—-McDONALD-THOMPSON 


Ilartford/Springfield had gains up 
to 43%, but Providence was about 
even with a year ago. Rickenbacker 
saw potentials in both areas. 

Over-all monthly increases in Bos 
ton ranged to 280%. Counter sales 
managers were getting home addresses 
of vacation passengers for follow-up. 
E’nvelope-stuffers were suggesting loan 
and time-payment plans of buying 
transportation. Average length of 
phone calls by Boston’s 20 agents had 
been cut from 3.5 to 1.94 minutes. 
A locally-developed sales guide, em 
ploying ‘‘case-history calls,”’ was help- 
ing to train them. 

Except for Rickenbacker, Eastern’s 
high brass were replaced at the head 
table by the committee chairmen. 
And even he in effect had been suc 
ceeded by Margaret V. Robinson, 
reservations sales manager at St. 
Louis, general chairman. ... In “my” 
corner near the door various v-p’s 
went on with their work—reading 
memos and reports, signing letters. 
Treasurer Armstrong was doing some 
figuring on his own, in addition to 
helping me with mine. Out across 
the country, I supposed, Eastern 
planes were still flying. 

Question: “How can we get a big- 
ger share of the volume business now 
controlled by other airlines?” 

The gamut of suggestions went 
from working with other lines to 
“we've got to take their passengers.” 
Others: “We need better ‘business 
men’s schedules’ Chicago-Indianap 
olis, New York-Washington, etc. 5 
“make sure other lines have copies of 
our sales guide.” “In New York one 
girl works only with other airlines. 
In smaller stations our people should 
see them once a month.” 


Fight over Flowers 


On “Should we again carry cut 
Howers as air express?” the battle 
became bitter. Flower-lovers empha- 
sized that other lines had lifted thei 
embargoes. Flowers spread good will, 
and helped smaller stations to get 
more cargo... . But others pointed 
out that flowers are “segment stuff,” 
affecting only a few major runs. And 
holiday periods when flowers may 
mean business also are best passenger 
periods. 

The Board voted two-to-one to keep 
the embargo. 

Question: “Should Eastern [again] 
carry pets as excess baggage ?” 

Pets weren't on the formal forum- 
topic list. But they sparked as much 
fire as the flowers. Someone cited 
United Air Lines for its kindness to 
dumb creatures. Many passengers 
feel entitled to take their pets with 
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them. The good will factor was men 
? 


tioned. But even the pros would limit 
dogs (no one mentioned cats or can 
aries!) to three or tour a flight. 

Antis remembered “a big mean 
mutt that used up 1,500 pounds of 
baggage capacity; a meaner mutt 
that chased Captain and co-pilot Into 
the men’s room—when the plane was 
on the ground, oft course. There were 
problems of howling dogs, escaped 
dogs, draining dogs, sick dogs. And 
besides, only the Fal on could be used 
tor them. 

“We can’t carry dogs,” the Cap 
tain said, “‘in the unheated belly com 
partment of the Super. ... Let’s tell 
the dog-lovers the advantages of send 
ng them by Railway I vpress.” 

From one forum, on “better meth 
ods ot handling in-flight: reservation 
cards,” it was learned that 1,200 
leads for “Happy Holidays” 
in by fli 
ceived by the proper channels. 


turned 
ght attendants were not re 


On the other hand many cards came 
n without name or address or phone 
Individual sta 
tions estimated such non-usable cards 
between 10 and 50. 


number ot prospects. 


The Captain was “shocked” ovet 
the 1,200 lost cards: “What will our 
passengers think of this?” Bill Grit 
fith, supt. of passenger service, wanted 
to see all the “bad” cards. The sloppy 
attendants would be in for more thor- 
ough training. He added: ‘We want 
to be an extension of Sales.”’ 

Rod King of Trath 
that “even if 99% of 


emphasized 
n-flight leads 
are no good, the 1 still are worth 
working on. Don’t think about the 
bad ones—concentrate on the others.” 

Rickenbacker saw a need for more 
sex in selling: “Blonde flight attend 
ants deserve encouragement. And out 
lady passengers don’t mind talking to 
a good look ng boy.” 

At the final 


he gave his thoughts on some torum 


business session, 
subjects: 

Io get more business from other 
airlines, he urged: setter training; 


better job-following procedure. Get 
sales efforts down to the reservations 
level. You've got to be more aggres 


sive the more you rea h, the more 


vou ll sell. 


Free-for-All Contests 


“dill our people should sell. We 
need contests tor non-designated trat- 
especially in Miami.” 

Chairman Maggie Robinson wound 
up the formal meeting: 

“Where else but in Eastern Ait 


Lines do we find management encour 


fic personnel 


aging employes to express themselves 


so treely? 
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The Captain bowed, and then said, 
When three or more ot you vo to 
gether, you'll find the flat $3 tani 

Don't for 
get to pre-release yout hotel room. 
Dinner tonight. will end at 10—in 
time for some of you to go right back 
to work.” 

\t the dinner Capt. Fred Davis 
hiet engineering pilot, told of testing 


ate to the airport cheaper. 


jet planes recently in’ England. He 
had taken the de Haviland Comet to 
40,000 feet at 2,500 feet a minute, 
and held it at 505 miles an hour at 
rising altitude. 

Vice-President Van Dusen for Pub 
li Relations said that though the 
group left the USA without fanfare, 
+1 British newspapers picked up their 
arrival. Newspapers in both hemis 
pheres announced: “Eastern will buy 
50 Comets in the next three years.” 

This announcement was prema 
ture. Rickenbacker told the Junior 
Board he thought highly ot the de 
Haviland Comet Mark II1. But he 
Haviland 
people could not then promise deliv 
ery until 1957. He wanted them by 
1956, 


placed no orders. ‘| he de 


Get Set for Jets 


The Easterners had hardly begun 
to look at the British products, when 
American swooped 
over on them. Rick said: “Bobby 
(jross (president ot Lockheed of But 
bank, Cal.) was in London within 24 
hours, We'll see what Douglas, Boe 


ing and Lockheed can ofter betore we 


manutacturers 


dec de. 

“Our trip probably revitalized the 
aircraft industry around the world 
more than anything that’s happened 
n many years. 

“Research- and 
the British today are ‘way out front. 
ahead, but 
losing out. They haven't the money 
to tool up a product... 


engineering-wise, 


Production-wise, they're 


“Whoever makes them, we must 
plan to spend for jets in four to five 
vears from $100 to $125 > million. 
But if this vives us a three-vear ad 
Vantage ove! the rest of the domestic 
lines, we can afford it.” 

He urged the Junior Board execu 
tives-of-tomorrow to take “a realistic 
approach” to the years ahead. Put 
chase and launching of the jets will 
require everyone's thought and ettort 
“T’ve got to think 
into the future. You've got to help.” 

Eddie Rickenbac ker COM luded: 

‘Probably my one last act with 
Kastern Air Lines will be to get this 
equipment superimposed on what we 
now have. 

“T ask vou to keep up with it.” 


and cooperation: 


advertising dollars 
produce 43% 


MORE SALES 


$4839 
$3362 | Sane 


NATIONAL 


in the 
anton, Ohio 
REPOSITORY 


Families in Canton, Ohio spend 
an additional $1457, or 43% more 
than the national average on all 
classes of merchandise. Consequeritly, 
the advertising dollar you invest 
in The Canton Repository reaches a 
market 43% richer than the average. 
On a cost-per-sale basis, then, every 
advertising dollar invested in The 
Canton Repository does 43% more 
work. By the same token, it costs 
43% less to secure national average 
sales through Canton’s only daily 
newspaper —The Canton Repository. 
Get 43% more for your advertising 
dollars—be sure your schedule 
includes The Canton Repository: 
100% city zone coverage; 98.8% 
home delivered. 
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Survey of 
Buying Power 


A Brush+ Moore newspaper represented 
nationally by Story, Brooks & Finley 
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People and 


HOWISON 


Bigelow-Sanford Carpet Co. has a 
new general sales manager. He's 
Robert W. Howison, the company’s 
former eastern regional sales man 
ager. He joined the company in ‘24 
was a salesman in the New York and 
later in the Chicago offices . . The 
Chrysler Corp. has elected J. F. Knoff 
as v-p and general sales manager of 
the Airtemp Division with which he’s 
been associated for nearly 8 years... 
Samuel Beiser has been named gsm of 
Lionel Corporation. He started with 
the company 3 decades ago as a jun 
ior salesman... New \ p tor sales 
of Rit Products Corp. is Raymond 
R, Sills, the corporation's OSM . « « 
J. H. Brunn has joined Hooker Ele« 
trochemical Co. as director of research 
...« The New York Ilerald Tribune 
has announced appointment ot Edward 
Freeman as sales promotion manager. 


MYERS 


Robert C. Myers has been appointed 
director of market development. tor 
United States Steel Corp. 
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their Ideas 


Women in a Man's World 


First it was motor car manufacturers. 
Now it’s pipe makers who must keep 
their eye on milady’s preferences 
Kaywoodie, for instance, has fash 
ioned three new styles to attract the 
woman buyer, “Sales have been most 
says Morris L. Levinson, 
the company’s 39-year-old president, 
“indicating that the pipe industry 
must constantly keep a weather-eye 
on the lady shopper and create styles 
which both catch her eye and are 
equally acceptable to the male recipi- 
ent. 


encouraging, ’ 


One Place for Help 


The key to successful direct mail is 
often reaching the right market by 
selecting the right list. Saul Gale, 
mailing list consultant, pointed this 
up to The Advertising and Sales 
Club of Syracuse, recently. Said he: 
“You have a pretty good idea as to 
the kind of people you want to con 
tact but you need help. You need 
people who understand your needs 
and whose business it is to learn 

and learn quickly—vyour particulai 
market. You need new contacts, new 
It is the chief function of 
a list broker to analyze your needs 


customers: 
and locate and furnish the market 


where you will find your prospectiv¢ 


” 
customers, 


In Behalf of Training 


Tubie Resnik, executive vice-president, 
Calvert Distillers Corp., believes in 
starting with the salesman when he 
approaches merchandising. “A com 
pany interested in sound merchandis 
ing must first turn the telescope in 
ward, must do some soul searching 
such as we at Calvert have done, 
coming up with a formula for trade 
stability and retailer security. Against 
a background of such a formula, 
then, must be inaugurated a training 
program to encourage salesmen to 
function as effective merchandising 
advisors to customers.” 


Fred C. Akers has been appointed 
director of Crane Co.’s new Market 
ing Research Division. He started 
with the company as a salesman. 


MACDONOUGH 


William A. MacDonough, former na- 
tional merchandising manager for 
Bendix Home Appliances, has been 
named director of merchandising. 
‘The move is part of a streamlining 
program for the company’s Advettis 
ing and Merchandising Departments 
G. Willing Pepper has been 
named to head the Scott Paper Co.'s 
Industrial Sales Division. ‘The Divi 
sion remains under the general super 
vision of Francis Plowman, who is in 
charge of all distribution activities... 
Martha Shaeffer is Seventeen's new 
public 
relations for the magazine . . . Louis 
Johnson's promotion to business man 
ager of Atlanta Newspapers, Inc. has 
been announced . . . John W. Fisher 
is now director of sales for the Com- 
mercial Glass Containet 
Rall Brothers Co. 
KI 


press editor, supervising all 


Division, 


BRADLEY 


S. K. Bradley has been named v-p i 

Multiwall Bag sales fo: 
the Union Bag and Paper Corp. His 
former title was director of MLB sales 
; Sun Chemical Corp. has a new 
president. He's Ralph C. Persons. . . 
New post at Crucible Steel Co. is that 
of assistant to the v-p in charge of 


charge ot 


sales. 
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Can They Hear You? 


People who have goods to sell are 
using too many “fancy Dan” words, 
thinks Arthur H. (Red) Motley, pub- 
lisher, Parade. Here's a follow-up of 
our quote in last issue: “Too many 
businesses are being operated on the 
theory that the people on this side of 
the tracks or that side of the tracks 
are the only possible prospects for 
their products. Too many of us are 
talking a language our prospects can- 
not understand. ‘Too many of us do 
not understand that America is 
truly a mass market-—that everybody, 
everywhere is interested in everything 
that goes on, is a prospect for almost 
every kind of mercliandise.” 

Norman Chase, 25, has been ap- 
pointed v-p of Urania Records, Inc. 
Which makes him the youngest ex- 
ecutive, says Urania, in the record 
industry. He came up through Listen 
and New Records magazines, for 
whom he was sales promotion man- 
eae Promotions of Kent S. 
Upham as sales manager to the food 
industries and of Robert E. Graham, 
as assistant sales manager, have been 
announced by the gsm of the Glass 
Container Division, Owens-Illinois 
Class Co. . . William E. Vaughn has 
been named assistant to the v-p in 
charge of sales of American Can Co. 
.. . New executive sales manager, 
The Fletcher Enamel Co., is John D. 
Strickland . . . John F. Green has 
been named gsm of Central Scientific 
Co. He joined the company in ’41 as 
a salesman... Wentworth Smith has 
been elected director and \ p in 
charge of sales of Neptune Meter Co. 
He has a marketing background ; 
L. H. Markwood, formerly advertis 
ing manager of W. P. Fuller & Co.. 
has been appointed manager of the 
firm’s new Consumer Sales Division 
... New Midwest Division manager 
for The Hoover Co. is Felix N. 
Mancraer ..- New director of sales 
for Gunnison Homes, Ine., U.S. 
Steel subsidiary, is William K. Mark- 
well... R. E. Miller has been named 


sales manager ot Ro kwe | Tools, Ine. 
Good Year Ahead 


“Both government and private econ 


omists predict a high level of business 


activity in 753. We know this is par 

ticularly true of the electronics and 
home appliance industries. National 
income, we expect, will continue to 
rise in 1953 and government expend 

tures will remain fairly high as money 
already appropriated by Congress for 
defense is spent for completed equip 
ment, All these indications point to a 
vear ahead of prosperity . . .”’ Wil- 
liam Balderston, president, 

Corp. 
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Here's what they say about Mayflower 


"We have moved several times 


e, but our possessions 


> Typical of hundreds of Mayflower “Customer Report Ques- 
tionnaires,” received every day, is the statement quoted above. 
Every Mayflower customer receives a questionnaire because 
we want to know what people think of our service. The answers 
to these questions help us to make Mayflower Service even 
better . . . and they show you why it pays to standardize in 


Mayflower for a// your personnel moves! 


AERO MAYFLOWER TRANSIT COMPANY - Indianapolis 


Mayflower's organization of selected warehouse agents provides on-the-spot 
representation at the most points in the United States and Canada. Your local 
Mayflower agent is listed in the classified section of your telephone directory. 


NATION-WIDE FURNITURE MOVERS 


Are Incentive Drives Impractical 
lf Your Sales Force is Unionized ? 


Not at all, says Golden State. This lively West Coast eae «ie Magara age so 
yect: to take the sag out of the 
dairy distributor found a way to run a summer campaign — “normal” summer sales curve. 


which rang up a 37% sales gain on four featured items. crease in sales of four featured prod- 


os? . . . ee ucts: cottage cheese. buttermilk, 
Based on group competition, it capitalized game spirit. * Ving Me tt ihe yeaa 


orange juice, and chocolate drink. 


Phe campaign produced a 37¢¢ in- 


The program was unusual in that 
t was designed to stimulate driver 
salesmen who are all members of a 

labor union, 

Last October, two California sales box at Yankee Stadium. In between, Here’s the story: 

men lolled in bed in one of New York they enjoyed a week ot Broadway Dairy distributors face a drop in 
City’s best hotels, enjoyed brunch hits, night clubs, relaxation and en sales during the months of summet 
while they watched the first game ot tertainment of their choice. 


vacations, The company sufters dur- 
the World Series on a TV set in thei The two salesmen were winners 


ng this period. The driver-salesmen 
room. Later they saw other series’ in an incentive sales drive sponsored do not. In San Francisco, tor exam- 


games trom the American Airlines by Golden Slate Co., Ltd.. San Fran ple, the union contract 


HOME RUN KINGS: These two lads from San Jose, Paul Guti- ALL OVER THE LOT: The baseball theme used as the basis for the 


errez and Dave Teeple, turned in the batting averages that won contest provided lively and humorous opportunities for promotion. 


them a trip to New York, a chance to see World's Series games. There were posters, bulletins. gags the salesmen invented themselves. 
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minimum six months 
..fate protection 
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WOAI-TV RATE 


= om oe de Gs Gee ee 7258 mee 


Total sets in the 
WOAI-TV market 
HAVE INCREASED MORE LISTENERS — BETTER 
MORE THAN 20% in PROGRAMMING — SHARPER 
the last 16 weeks— 
from 85,742 on July 15th to more PICTURES 
than 103,000 on November Ist. WOAI-TV IS A 
Set sales are averaging above 
1100 per week and the Christmas Sere ee eee ee 
buying season is still to come. 


YOU CAN BUY WOAI-TV AT 
JULY 15th RATES and get 20% 
more coverage plus the accumu- 
lative bonus of all sets sold for a 
minimum of 6 additional months. 


Represented Nationally by 


EDWARD PETRY & COMPANY, INC. 
New York, Chicago, Los Angeles, 
St. Louis, Dallas, San Francisco, Detroit. 
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daily wage of $17.20. No driver lishing a program to stimulate sales, 
salesman draws less than $300 to is held within limits of incentive pat- 


$350 a month, and some earn more. terns existent before the wage freeze. 
Labor BY ELSA GIDLOW 


union policy generally op- How, then, to meet the problem of 
poses contests or incentive programs the summer slump? Two years of 
which pit workers against one an spot-testing various incentive methods 
other or have any taint of a “speed- had convinced Golden State execu- provide additional stimulus to spark 
up.” The company, on the other hand, tives the problem was not insoluble. the enthusiasm of a natural leader. 
must abide by Wage Stabilization Carl Nelson, director of advertis- (jolden State’s observation and_ ex- 
Board regulations: It may not pro ing, and Joseph P. McKeown, sales perience shows that the kind of incen- 
vide, directly or indirectly, compen promotion assistant, agreed that what tive program which fails to offer wide- 
sations or awards which have the was needed was “the widest possible spread participation catches the one 
effect of increasing wages beyond per spread of the prize structure.” A man in eight who is good enough to 
mitted levels. This means Golden contest must make it worth-while for make the front-runners, but overlooks 
State Co., like other companies estab- each man to attempt to improve, yet the solid, consistent effort of the 
majority. 

“On the other hand,” McKeown 
emphasizes, ‘““we don’t want to lose a 
leader or the stimulus of his example 

ind personality on his fellows.” 
The answer: Foster teamwork and 
tap the group game spirit in a con 


structive—not bitterly competitive 
ORE and ORE FOPLE way. Golden State did it by giving 

its driver-salesmen a game to play 

‘sales baseball’’—with teams, leagues, 


4 | “grand stand” sluggers, fielders, um 
are Uning 0 Cc anne Ce pires, score prizes, game bonuses, and 


a grand reward, 


There Were Sluggers 


The event was called “Summei 

By-Products Promotion.” The goal 

was not merely to hold the line on 

by-products, but to increase thei 

sales. The products chosen — cottage 

cheese, buttermilk, orange juice, choc 

olate drink—normally show a sales 

decline during summer months. These 

are profitable items which permit 

 \ more margin for incentive payments 
chaan et 7 ~ rey than, say, milk or cream. The promo 


tional theme was “Pennant Chasers.”’ 
y The period for games was June 22 
‘ through August 31. The field: all ot 
TV California. 


COLUMBUS OHIO RAL é Golden State operates branches 


and subsidiaries nationally and inter- 

ationally, but distributes fresh prod 

PROGRAMS in ‘COLUMBUS aes to hae os The a <r 

4 PLUS s divided into a Southern Division 
BC -DUMONT 


l Every HAIRE Trade Paper 
National Representative ’ * ayes alga oa 
Headley-Reed Co. is TOPS in its trade 


\\ 


ie ums i 
Han bword ENTERPRISE bad 


New York Office—Hotel Borclay —Home Office—500 Security Bldg., Toledo, Ohio T OIL E TRIES ih 


1170 Broadway + New York 1, N. Y. 
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and a Northern Division; their re prize money they had to increase theit routes drivers might sell, say, $900 
spective headquarters are in Los An- own sales. Here’s how it worked: worth of products, of which $100 
geles and San Francisco. During the Each driver-salesman earned a fixed would be to a school. During the con- 
contest these divisions were called the amount for each unit over his indi test period the school would be closed 
“National League” and the ‘‘Ameri- vidual route base—regardless of his for vacation. The base in question 
can League.” Each had eight teams. team’s standing. This provided the was adjusted downward accordingly. 
There are more Golden State personal incentive. A driver-salesman The relief routemen entered the 
branches but the smaller ones were picked up individual credits whenevet same incentive contest bracket as the 
combined into one team to make the he increased sales of one or more of regular routemen, were.paid the same 
leagues even. Retail and wholesale the featured products along his route sum per unit over base which they 
driver-salesmen played on the same base. The bases were so established as received as driver-salesmen. To en- 
team, although retail sales over base to eliminate inequities in sales oppor- courage sales) supervisors (usually 
were recorded separately from whole tunities. For example, on certain non-participants) to join the contest, 
sale sales over base. Six 10-inning 
games were played in each league, one 
work day to each inning. The teams 
won on percentage increase ove 
branch base. 

After each game an official score 
sheet was issued, so participants knew 
which team won, how many games 
ahead or behind they were against 
other teams in the league, their total 
percentage increase over base from 
day to day. 

“Every contest is as big or as small 
as the group. participating,” Me 
Keown remarks. ‘Vo personalize this 
one and encourage maximum indi 
vidual effort within the group effort, 
each team had a “star slugger’’—the 
driver-salesman who showed the out 
standing increase over base per game 
on the featured products. His name 
and record were posted, with othe: , ea cae , 
game figures, in the route room , 
where the men assembled before YOU ORDER... 7 
starting off on their routes. On the 50 (@ 10c ea.) 8 x 10 duplicate prints FREE 

for only $5.00 — we give you 50 more... * 


same bulletin board the outstanding 


salesman for each of the four products | YOU ORDER... ’ 
were specially identified. | 100 (@ 8'c ea.) 8 x 10 duplicate prints 
for only $8.50 — we give you 100 more... e 
YOU ORDER... , 
Object: Overfill the Bases 500 (@ 71/2¢ ea.) 8 x 10 duplicate prints 
t 


for only $37.50 — we give you 500 more «++ 


YOU ORDER... ; 
\t the end of the six games in 1000 (@ 6c ea.) 8 x 10 duplicate prints 
each league, there w as a pennant win for only $65.00 — we give you 1000 more. «+ ® 


e The é wee 0 * contest , 
n ey Th last veek f the ntes Printed on top quality single weight glossy coated paper. Minimum order 
(.\ugust 22-31) was reserved tor a SO prints —maximum order 5,000 prints. These prices apply only from your 
one print or negative —5O0c charge for each additional change of negative. 


“World Series,” when the two pen 
nant winners pl wed ae 10-inning ‘ REMEMBER, our REGULAR prices are AMERICAS LOWEST prices! 

; pias ; ‘ me: cman = f Never has there been a DOUBLE VALUE opportunity like this! It's our way of 
game. The (Grolden State World } saying “LET'S GET ACQUAINTED!” The FREE print offer is good for your first 
Champion” was the team hich ol | order only — within 30 days from this magazine publication date. 

« ' i ais t ‘ ai A Ss ‘ 


the highest per cent of products ovel HOW TO ORDER: All you do is clip this ad, send it with your 8 x 10 negative or glossy 
. 5 print (8 x 10 copy reproduction negative from your photograph—only $1.00) 
its branch base. Only the sales made OUR SERVICE POLICY IS TO PROCESS ORDERS AND MAIL THE SAME DAY 
during the 10-day pe! iod of the 3 RECEIVED. (We pay regular postage; you pay special handling charges if requested.) 
“World Series” could be credited to ; PRODUCT OUR GUARANTEE 

tien -senies dates Wiis kept ths: eeuit : , You must be completely satisfied or your money back 


testants on their toes. PHOTOS HELP a ae 
‘ : ‘SALESMEN amples of our work sent on request 
Final play-off was between San j ae YOUR n 
Jose in the north and Riverside in SELL MORE 
¢ lJ 
the south. San Jose won the company ; § ree 
championship in seven straight games. ; iW hea 
This represented more than 50 in | 
crease im sales ovel base tor seven | PHOTO SERVICE 
oames 3 el Owned and Operated by JOHN E. REED 
While the teams played, they did ¥; p 6775 Sunset Boulevard * Hollywood, California 


not compete tor sales volume, but to : eee Gladstone N43 


‘ 7 ° eG DEO = . , cme. 
surpass their own bases. lhe same ge Ob i ae ae Z a ¢ 


was true for driver-salesmen: To win 


, 
7 

é 
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the New York station 


where listeners listen 


and sponsors sell... key 


station of MUTUAL 


the rules allowed them personal prize 
money amounting to a small credit 
per daily average unit delivered ove 
base the 
equal to the sum of the bases he supe! 


supervisor's base being 
vised. 

So much for the individual prizes 
with which the men were credited 
daily. The winning team in each 
game received a specified cash bonus 
award announced in advance. It was 
divided equally between the four top 
men in “Sluggers’ Row” who sold the 
greatest percent of each of the four 
products over their own route bases. 
Losing teams, of course, did receive 
awards other than regular incentive 
money won individually by the men. 

Additionally, the two “pennant” 
teams received sizable cash bonuses, 
to be divided among team members 
as the branch manager saw fit. 

ie the winning 
(“World Champion’) and his wite 
went the grand prize: a trip to see 
the World Series with all expenses 
paid. ‘The prize was awarded to the 


contestant 


dviver-salesman with the greatest pel 
centage oft sales over quota for all 
foul produc ts during the contest. 

\s planned, the company arranged 
} 


for the winning couple to fly to the 
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World Series city (New York, as it 
turned out) and to provide accom 
modations at a first-class hotel. Spe 
cial entertainment was arranged dur- 
ing the couple’s stay in New York. 
The trip was scheduled to have the 
couple arrive the day before the first 


game, attend two games, then be 


own home the following day. The 
routeman’s salary continued during 
his absence, As it happened, the win 
ners were away a full week. 


A Hit with the Unions 


The “champion” was a retail route 
man. His wife was unable to make 
the trip with her husband. The San 
Jose team, the “World Series” win 
ner, had a wholesale driver-salesman 
who made an outstanding personal 
record. ‘The company therefore ad 
justed matters so that the two men 
made the trip instead of the winner 
and his wife. 

Members of the “champion” team, 
who won personal incentive money 
and game bonuses, shared also a final 


bonus. The losing “pennant” team 


Broadcasting System 


received a cash bonus which was split 
among its members in accordance 
with performance. Bonuses were 
paid as won, at the conclusion of 10- 
day innings. 

Thus the men were stimulated 
daily by their personal incentive win 
nings. They were rewarded per game, 
rewarded in the 
warded on the company play-off—the 
members splitting the bonus, the top 
men getting the trip. The combina 


“series,” and re- 


tion of sustained incentive with im 


mediate, personal, periodic, 


and final rewards, made this promo 


group, 


tion an outstanding success. 

One thing should be mentioned in 
view of organized labor’s attitude 
toward the application of competitive 
pressure on its members. Participation 
in this contest was entirely volun 
tary. ‘To quote McKeown: “There 
was no whipping into line.” If any 
persuasion was exercised, it was by 
the men on one another. ‘The unions 
throughout the state were very coop 
erative,’ McKeown points out. 

Dairy routemen’s unions are among 
the oldest in the West. Their ma 
turity is evident in their stability and 
responsibility. There are 
rarely any strikes, There may be hot 


sense of 
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meetings dur ng contract negotiations, 
but management and labor are equally 
proud of the fact that they eventually 
come to amicable terms. In the mat 
ter of promotions, \IicKeown reports 
with satisfaction: ““Union leaders are 
as keen to see us improve the lot of 
the men through sales promotions as 


we e 


are. 
How was the contest promoted 


among the branches, the teams, and 
the men? Advertising Manager Carl 
Nelson worked out the details. Mi 
Keown planned follow-through, was 
responsible for weekly bulletins and 
other material contained in a promo 
tional package sent to branch man 
agers. Sample titles of the principal 
bulletins: ‘““Iwo in the Stands,” 
“Kill the Umpire,’ “You've Got to 
be Friendly” (for wholesale route 
men); “Are You Pitching or Catch 
ing?” (tor retail routemen) ; ‘This 
Is You,” and “Can You Hit in the 
Clutches?” The last one, for the final 
week, was designed for the one branch 
in each league which won the 
nant.” \Ianagers were asked to 
lease the bulletins on, or as close as 
possible to, the day preceding the 
opening of each game. 


Psychological twist: Bulletins were 
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Word about WOR does get around.... 
in the program listings of 115 daily news- 
papers—far more than carry the 


listing of any other station anywhere! 


WOR’s signal penetrates 14 states and 
reaches over 26,000,000 people. No 
other station in the country serves as 


large or as productive a market. 


Word about WOR gets around to advertisers, 
too—and the word is—it SELLS. Year 

in, and year out, WOR sells more 

products for more advertisers than any 


other station in the United States. 


Learn how WOR can sell for you. 


mailed direct to the home of the ning teams in the two leagues. scores 
driver-salesman. Reason: to catch the and “sluggers’’’ names and records, 
man when he was off the job, relaxed, posted on the route room bulletin 
receptive, and—most important—ex board, kept the men up to the minute 
posed to the pressure of his wite (“the every day. 
real power behind his sales. push,” Cjolden State backed up the promo 
Nelson points out. “She takes over tion with state-wide advertising of the 
where the bulletin leaves off!’’) four featured products on the com 
\long with bulletins came “Sports pany’s TV show, used point-of-put 
Box” report sheets. Written in base- chase advertising pieces for direct 
ball jargon, often humorous, they product promotion. Each driver 
carried team scores, club and indi salesman had a copy of the Golden 
vidual records, contest news. State booklet containing the mecsage 
of the company and its products for 
the consumer. Routemen were also 
No Summer Slump provided with a special basket to 
carry to the customer’s door—a point 
of-purchase display aid, the men were 
The promotional kit included six told, “to help you pitch for impulse 
gag items: pennant paddle lettered sales... just because they are ‘sum 
‘Ladies’ League’; two pennants let mer by-products’ she’s not in the habit 
tered ‘“‘Pennant Pacers’; small bat of ordering them. You've got to re 
with a large hole; chest protector ; mind her.” 
atcher’s mask. The intention: to The pay-off tor the company was 
sh tt the honor pennants o1 the vag approximately a 37% increase in vol 
items trom branch to branch as the ume of the featured products, com 
teams qualified. Inspired competitively pany-wide, or close to a million units 
by such devices, the salesmen started over base in terms of the contest. 
to shunt booby prizes and gags of Obviously, the summer slump was 
their own to each other. At the end licked. “I suspect,” says McKeown, 
an ‘Extra’ was issued (“How They “that this particular promotion is go- 
Finished”), showing the eizht win ing to be a hardy perennial.” 
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a 
OLD RIP VAN WINKLE 


HIMSELF MUST HAVE 


WRITTEN THIS LETTER kas it 


OT gadis , yp 


4 For factual information on the 
Detroit Market—write to the Pro- 
motional and Research Depart- 


457,930 Weekdays 
559,134 Sundays 


Highest weekday and Sunday circulation of 
any Michigan newspaper, exclusive of pre 
dates 
A.B.C. figures for 6-month per'od 
ending September 30, 1952 


The Detr oit News 


WE HOME NEWwSre 


Mutual Cites Fat Dividends 
From Better Letters Program 


THE QUAD-CITIES 
82nd in POPULATION 


among Sales Management's 
162 Metropolitan Areas 


A whopping saving of $85,000 a year is the dollars-and- 
cents aspect. But the intangibles are important, too. Now 
| letters are handled faster, they're divested of technical 


igh standards of 
WILBE 


alty ind 


gibberish, and they're much more friendly and tactful. 


Quad Citiar 


BY ETNA M. KELLEY 


Les Johnson—V.P. and Gen. Mar 


A letter improvement program they 
nitiated 10 years ago by The Mutual 
| Life Insurance Company of Nev 


go out more promptly. Signifi- 
cantly, 980% of all letters received 
are now answered within three busi 


TV 
TELCO BUILDING, ROCK ISLAND, ILLINOIS 


Represented by Avery-Knodel 


York is responsible tor estimated sav- 
ings of $85,000 a year. 

Less easy to measure, but undoubt 
are other benefits 
Among these are 
streamlining of procedures and = an 


edly of great value, 
from the program. 


awareness, on the part of employes, of 
the importance of good public rela 
tions. Moreover, letters are not only 


clearer, shorter and more friendly; 


ness days! 

Management's thinking behind the 
adoption of the program was logical. 
\n insurance company conducts most 
ot its policy holder relations through 
correspondence. The nature of the 
business makes it easy for employes 
to drift into the custom of using in- 
volved and technical terms not easily 
understood by laymen. Another pit 
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fall is that the letters exchanged deal 
with personal matters—family rela 
tionships, income problems, — illness 
and death; such subjects require the 
most tactful phraseology. ‘Realizing 
these things, Mutual of New York 
engaged R. H. Morris Associates, 
Westport, Conn., as correspondence 
consultants. 

The main steps in the Morris pro 
gram were the development of lette: 
manuals, adapted to Muttial of New 
York’s various departments; the stag 
ing of letter clinics meetings at 
which samples of outgoing company 
letters were analyzed and the prin 
ciples of good letter-writing discussed. 
Within the last vear the clinic idea 
has been expanded to include the issu 
ance of a lively monthly magazine 
called “The Letter Clinic.” It carries 
advice on good letter-writing, exam- 
ples of the wrong and right way to 
cover matters which must often be 
covered in Mutual of New York’s 
outgoing correspondence, enlivened by 
cartoons and amusing “horrible quo- 
tations” from incoming and outgoing 


letters. 


Letter Patterns 


The program got under way a dec- 
ade ago when R. H. Morris Asso- 
ciates studied samples of letters from 
various sections of the company, de 
partment by department. These were 
reviewed and rated, then examined to 
determine to what extent they fell 
into definite patterns. It was appar 
ent that they fell into five‘or six main 
patterns, with numerous variations. 
The manuals for the various depart 
ments were then prepared, with basic 
guides covering the types of letters 
most often sent out from the individ 
ual sections or divisions of the com 
pany. It was stressed that the guides 
were to be used only as patterns, and 
not to be copied; and to prevent neg 
lect of this advice different colors of 
ink were used in the mimeographed 
letters, with a change of color for 
each alternate suggestion. The man 
uals also contain text on the prin 
ciples of good letter-writing——using 
the “you” approach; friendliness, clat 
ity and simplicity, etc. 

About the time the manuals were 
distributed, the series of clinics was 
started. Meeting on company time, 

groups of 20 to 30, all those in 
the company who write letters, from 
the president on down, were given 
instruction. Using charts and slides 
and studving actual copies of out 
going letters (but without identifica 
tion, there was group discussion at 
these meetings. Within two to three 
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L. K. Firestone, President of Firestone Tire & Rubber Co. of California, says: 


Vaehing sameeloums 


ARE AN 


geonumils WASIes 
THATS WHY WE nae 


ft WANS ' 
RUSH US PART [Ke w = Wa HERES YOUR CARGO LIST... 
R-69 BY 2 = | EVERYTHING CHECKS! 
FLYING TIGERS LA 
TONIGHT ! 


NOTIFY FIRESTONE BOY, THEY SURE GOT THIS 

THEIR SHIPMENT EXTRUSION SHELL HERE IN 

IS ARRIVING A HURRY. WELL HAVE THAT 
ON SCHEDULE ! MACHINE BACK ON 
. — THE LINE TODAY! 


SS ya P ZEN 


“di | 


panies are using Flying Tiger Air Freight. Are You? 


Thousands of America’s leading com 


Write for “THE AIR FREIGHT 
WAY TO LOWER costs 
AND BETTER SERVICE 


GENERAL OFFICES: LOCKHEED AIR TERMINAL, BURBANK, CALIFORNIA. CABLE: FLYTIGER 


UTILIZATION 


gets action in the 
tremendous 
horizontal 
market of 
coal users! 


OOe8) 


Of 97 typical UTILIZATION readers interviewed 
recently by John T. Fosdick Associates, 67, or 69 "7, 
reported they had taken action as a result of 
material, including ads, appearing in UTILIZATION. 
What kind of action? 

“Wrote for information on conveyor, acquired it 
and pleased with results.’’—Chemical Company. 

“‘Oven-fired jet control . . . installed in two stacks. 
Two more being done.”’—Tire Company. 

“Saw scraper ... first time in Utilization. Now 
have it.’”’— Power Company. 

“Read about ‘weather-chrons’. Bought six.’’— 
Retail Yard. 

These and other comments prove the coal-use 
market “‘needs what it reads” in UTILIZATION. 
90.7%, of our copies reach the primary buying 
influences* (presidents, vice-presidents, secre- 
taries, treasurers, superintendents, managers, 
engineers, technical personnel and _ purchasing 
agents) in all classifications of coal use, including: 
the majority of coal-burning electric utilities 
and ¢ municipal power stations ¢ most steel 
and cement mills ¢ some 6,000 manufacturers 
(automotive, paper, etc.) e¢ all Great Lakes 
coal docks and coal-handling railroads ¢ 5,800 
prominent retail and wholesale coal yards. 

Advertisers, too, report action from UTILIza- 
TION. In 1952 they placed 473 pages of advertising 
with us, against 31.11 pages in 1947. » 

If you want action from the companies who 
burn, buy, dock, export, handle, heat with, load, 
manufacture with, move, sell, ship or stockpile 
coal... use the publication they respond to . 
UTILIZATION. 

*Based upon Monthly Audience Surveys 


MECHANIZATION, INC., PUBLISHERS 


1120 MUNSEY BLDG. 


WASHINGTON 4, D.C. 


NEW YORK @ CHICAGO 
SAN FRANCISCO — 


The MAGAZINE.of COAL USES 


(TATION 


] 
j 


weeks after such a meeting, the Mor- 
ris people would study samples of 
letters from those who had attended, 
to discover whether or not the instruc- 
tion had borne fruit. If, as occasion- 
ally happened, a small percentage— 
sav 2 out of 30—were still writing 
letters not up to the new standards 
set, these two, unknown to fellow- 
workers, would be invited to a private 
session with Richard Morris, head of 
the consulting firm. With few excep- 
tions, those receiving this individual 
attention were able to bring their 
letters up to the required standard. 

Since lifetime habits tend to re- 
assert themselves, the series of clinics 
is held annually. 

Breaking down the savings, esti 
mated at $85,000 a vear, we find less 
time is spent in dictating and in typ 
ing. wo-page letters, formerly com 
tonplace, are now rare. Betore the 
program began, it was not unusual to 
receive 300 complaints or requests for 
clarification, often referring to the 
“a Philadelphia lawyer to 
translate your letter.” Such com- 


need for 


plaints are rare today. 

The most striking evidence of the 
value of the letter improvement pro- 
gram 1s this: Even though Mutual ot 
New York now has 24 more insut 
ance in force than it had 10 years ago, 
10,000 fewer letters are being written 
today, the volume having declined 
steadily throughout the last five vears. 


Tact in Letters 


An intangible, but very real, benefit 
is the improved public relations atti- 
tude of those who write letters. They 
are for the most part in the habit of 
looking at matters through the eves 
of those who will receive the letters 
they write. This induces tact and 
friendliness. A person is not told that 
he has “misstated” his age, but that 
there is a discrepancy; nor asked to 
“execute” a form; nor are his children 
referred to as “issue.”” So much prog 
ress has been made in improved atti- 
tudes of correspondents that they 
often make recommendations tor bet 
tering relations with policyholders. 

One very important benefit trom 
the program has been the speeding up 
ot replies, to such a degree that ap 
proximately 980 of all letters are 
now answered within three business 
days after their receipt. This is not 
guesswork, but shown by monthly rec 
ords kept by each department or 
division. ‘These records are in tabu 
lated form, with space for recording 
the total number of letters received 
and for indicating time of reply, 
within three days or less; four or five 
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The most expensive salesman is 
not the man who makes a failure. 
The most expensive salesman is 
the salesman who does fairly well. 
When a salesman fails, when he is 
an out-and-out failure, you quick- 
ly get rid of him, and that is the 
end of your troubles and experi- 
ences as far as he is concerned. 
But ‘Mr. Fairly Well" is a sales- 
man who often continues on the 


ob year after year. 


My Adventures in Selling 
By Saunders Norvell 


days; wx. tO tens eleven or more. 
These monthly time studies are’ re 
viewed not only by department heads, 
but by the head of the public relations 
department and the president of the 
company. A cumulative record is also 
kept, permitting yearly comparisons. 

Since performance in the matter of 
replying to correspondence is an index 
of the efficiency of a given division o1 
department, the time study is useful 
in pointing out weaknesses, such as 
under-stafing. As an instance, some 
time ago a monthly time study 
showed that only 58 of the letters 
of a certain section of the company 
were being answered within. three 
days. Upon investigation it was seen 
that the section from which the let- 
ters were slow in going out was being 
held up by still another department 
from which information had to be 
obtained before the letters could be 
written, The slow department Was 
given some help, through shifting of 
personnel without taking on new 
employes; and the next month’s time 
study showed that letters were once 
‘more being answered within. three 
days, by the department which had 
been falling behind. 

The time study, showing the rela 
tive standing of all sections of the 
company, induces friendly rivalry in 
the matter of replying promptly to 
ncoming letters. A correspondent 
who knows that a week or two will 
elapse betore he can assemble the 
ntormation required to answer a let- 
ter must acknowledge the inquiry at 
once, but such an acknowledgment 
loes not count as a reply. 

Mutual of New York’s manage- 
ment feels that promptness in answer- 
ing letters is essential to good policy- 
holder relations. When a_ person 
writes to his insurance company, the 
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ONE OF THE MOST AMAZING GAINS 
IN AMERICAN NEWSPAPER HISTORY! 


THE 
COURANT 


All 52 leading U.S. cities tabu- 
lated by Media Records showed a 
total increase in newspaper adver- 
tising lineage of slightly over 
16,000,000 lines for the first 10 
months of 1952, These cities include 
New York, Chicago, Los Angeles, 
Philadelphia, Boston, Hartford and 
46 others 


A GAIN OF 


16,000,000 


Of this 16,000,000 line increase, The 
Hartford Courant accounted for more 
than 1,000,000 lines. 


THERE'S A REASON 


The reason for this enormous in- 
crease in advertising lineage is this: 
Advertisers are getting tremendous re- 
sults from The Courant . daily and 
Sunday. 


A GAIN OF 


1,000,000: 


The Courant’s fabulous circulation 
growth is another great factor. Compare 
November 1952 with November 1951, 
The daily Courant has increased from 
72,252 to 77,718 in the past year! The 
Sunday Courant has increased from 
116,532 to 122,483! 


There’s something BIG going on in 
Hartford. Big business. Great retail sales 
increases. Now Hartford is second only 
to Boston in all New England. 


YOU CAN'T COVER CONNECTICUT WITHOUT THE COURANT. 


he Hartford Courant 


Represented Nationally by Gilman, Nicoll and Ruthman 


Dictaphone Corporation 
420 LE AINGTON AVEN £ 


New York 17 


A DONALO BRICE 
ae - aover . 


ano fue aaa ~* 


August 19, 1952 


Mr. C. R. Devine 

U. S. NEWS & WORLD REPORT 
30 Rockefeller P'\aza 

New York 20, New York 


Dear Mr. Devine: 


Excuse an undignified retaphor that just popped into my mind. U, S, 
NEWS & WORLD REPORT reminds me (in one respect) of a friend with an 
incredible habit of rolling “sevens” or otherwise making his point. 
He's "hot." 


And so is U, S, NEWS & WORLD REPORT. It's hot editorially--which 
has a direct bearing upon its value as an advertising medium. We 
have a great respect (a cold word for so warm a feeling) for that 
value. I suspect that Dictaphone Corporation is not the only 
advertiser that can make that statement, 


We use all three of the news weeklies, consider them the backbone of 
our media procram, Fach does such a good job for us that I don't like 
to single one out for special praise, But, it would be unfair not to 
tell you that: 


U. S,. NEWS & WORLD REPORT is producing more inquiries 
proportionately than the other news weeklies (which 
are producing for us very well indeed). U. S. NEWS & 
WORLD REPORT has easily the lowest cost per inquiry-- 
and the caliber of these inquiries excites our 
salesmen, 


I'm not consciously trying to build a reputation as a dullard--but I 
believe in insurance against even that. That's why I make sure that 
we use the pages of U, S. NEWS & WORLD REPORT consistently to advertise 
the hottest dictating machine in history, the Dictaphone Time-Master! 


Sincerely, 


Ue Gaal Muie 


t 


Useful news for 535,000 important 
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“US. News & World Report 
is producing...and the calrber... 


excites our salesmen!”’ 


MEMO TO ‘YOU: Dictaphone discovered ‘‘coverage’’ of 

their market—yes! But more important, they found sales action, 
from people with the ability and authority to order! 

You'll find the same sales action when you advertise in 

“U.S. News & World Report’’— whether you’re selling 

a better way of getting things done in the office, a better 
material or method for the plant, or a finer product 


for high-income homes and families. 


Advertising Offices 


30 ROCKEFELLER PLAZA 
NEW YORK 20, N.Y. 


PeOPlE ... who get things done! cuaran «consume 
CLEVELAND « CHICAGO 
SAN FRANCISCO 


*CURRENT NET PAID CIRCULATION 
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THE 


Buffalo 


MARKET... 


NEW YORK 
STATE'S 
2nd LARGEST 
MARKET 


SELL THE 
NEWS READERS 
AND 
YOU SELL 


THE WHOLE 


Buffalo 
Market 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER 
Editor and Publisher 


KELLY-SMITH CO. 


Notional Representatives 


WESTERN NEW YORK’S GREAT NEWSPAPER ‘ 


subject is important to him. If the 
answer is slow in forthcoming, he 
may feel hostile toward the company, 
no matter what the contents may be. 

The speeding up oft replies has 
helped to reduce the volume of letters 
handled by Mutual of New York, 
partly because most policyholders now 
need—or feel impelled to write only 
once. Another aspect of the picture is 
that members of Mutual of New 
York’s staff are not tempted to delay 
answering letters now, because they 
have better training and have con 
Almost any 
person in the business world has ex 


fidence in their ability. 


perienced the resistance felt toward 
writing a difheult letter; and = the 
longer the delay, the more difficult the 
prospect of writing becomes. The 
company's letter improvement pro 
gram has done much to reduce this 
psychological hurdle. 

Still another aspect is that those 
who prepare literature, announce 
ments regarding changes in procedure, 
form letters and the like, for Mutual 
of New York, now take pains to use 
easily understood language. In other 
words, fewer letters are received by 
the company because policyholders 


52 


have fewer questions to ask, tewe! 
complaints to make. This has helped 
to reduce the volume of correspon 
dence. 

In inaugurating a letter improve- 


Another reason why many sales- 
men do not achieve the maximum 
results from their territory is be- 
cause they are creatures of habit. 
Now | don't mean good or bad 
habits, but what | do mean is that 
some men always wish to do the 
same thing in the same way, at 
the same time, all the time. A 
great salesman should be very 
careful indeed not to form regu- 
lar habits. Nothing is more fatal 
to great salesmanship than regular 
habits in thinking or action. 


My Adventures in Selling 
By Saunders Norvell 


ment program, management always 
must face the decision as to who is to 
administer it. Some companies set up 
their own facilities for handling such 
a program. Others engage outside 
consultants. Mutual of New York 
adopted the latter course and_ has 
found it eminently satisfactory. Here 
are some of the reasons why: 

The insurance business has its own 
practices and terminology, crystal 
clear to those on the inside, but well 
nigh incomprehensible to those on the 
outside, By selecting an outside con 
sultant to rate its letters, Mutual of 
New York was assured of the benefit 
ot objectivity. If R. H. Morris could 
not understand a Mutual of New 
York letter, it was reasonable to be 
lieve the recipient might also find it 
dificult. 

\nother advantage of the outside 
onsultant is his lack of personal rela 
tionships with company employes. A 
staff worker, in attempting to evalu 
ate letters, might be influenced by 
friendship or respect for the high posi 
tion of some of those whose corre- 
spondence was being studied. A staff 
worker might also become farnthar 
with insurance technicalities, so that 
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Exampies of Strong vs. Weak Openings 
Weak: We are pleased to advise that your applicat on Tol 


stating above policy has been approved. 


Better: You will be glad to know that your application for 


stating your policy has been approved. 
& & & 
Weak: We are in receipt of advice trom the Company that your 
pol c\ 


Better: Our Home Office has informed us that your policy 


” 
& & 


Weak: 
Better: 


Complying with your request we hand you herewith 


It is a pleasure to enclose the | ) you requested. 


& & & 
Weak: In accordance with your request we are enclos Ne .. e 


Better: Enclosed are the ) you requested. 


2 o “, 
re! we oo 


Weak: 
Better: 


I acknowledge receipt of your application. 


hank you for sending us your application. 


o 2 
~~ - 


Weak: 


We notice trom your recent letter that vou do not under 


stand why we charged 


Better: 


It isa pleasure to expla n our charge for 


2, 
“— ° se 


Weak: We regret to note that you have dec ided to sul rende) above 
numbered policy. 


Better: It must be 


that vou have found it 


a great disappointment to you, as it is to us, 
mpossible to continue to enjoy the 
protection of yout pol cy. 


2, 
Og > oe 


Weak: 
Better: 


As vou 


probably know, we recently wrote you to inquire... 


Did vou receive our recent letter inquiring... 


& & & 


Weak: In 
sider your application for 
Better: (# course 


tol 


eply to your letter of | ), we will be glad to con 


we shall be glad to onside) youl ipplication 


phrases which once seemed too 
gradually be 
erated n outgoing letters. 

Mutual of New York 


adoption of certain streamlined pro 


Signatures are no longet 
They 


Requiring them meant not only the 
payment of the fee, but, at times, a 


required. 


nical to him might legally 


y were neve! necessary. 
red ts ifs 
long journey or other inconvenience 
on the part of the signatory. 

Mutual of New York spends thou 
sands of dollars on institutional ad 
vertising, designed to make f1 


the organization. 


cedures to recommendations Morris 
as an outside agency, has made. What 
happened was that when writers con 
plained, or asked for 
Morris, in consultation, would in 
quire, ‘Well, why do you do it this 
way? In 


interpretat ons ends tor 
In the past, a care 
less or tactless phrase under a three 

cover, could oftset the good will 
through Under 


letter program, 


some cases, the answei cent 


would be, “Because we have alwavs sought advertising. 


done it.” And, upon investigation, a the improvement 


simpler method would be found pra every letter is regarded as a potential 
tical. One example: Notarizations of ambassador of good will. 
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LLE TIMES 


Owners and operators of 
Station WHAS and Station WHAS TV 
371,134 DAILY * 300,970 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAW CO. 


ALMOST EVERYBODY 
IN ROWAN COUNTY 
READS AND RESPONDS 
TO SALISBURY 

POST ADVERTISING 


so whatever you have to 
sell, let the POST tell 
story, if you want profitable 


your 


volume, if you want lasting 
good-will, if you want Salisbury- 
Rowan dealers to respect your 
good judgment in using the 
one best medium in this whole 
neck of the woods .. . the 


Salisbury Post. 


THE SALISBURY POST 


Sal. shus/y, North Carolina ’ 


...there is more to 


good catalog production 
Bs than just good printing. 
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Have you ever kept a record of the 

hours you spend on catalog production? 

Unless your catalog is unusually simple 

. . . Or perhaps just an up-dating of last 

year’s job .. . you and your staff have . 
probably had to spend days and even 

weeks on tiresome details . . . 


Details like supervising artwork to make sure each illustration is 


right for -its individual purpose, yet not so 
different from others as to present an over- 
all hodge-podge appearance. 

Details like ordering photographs, and re- 
touching, scaling artwork, instructing en- 
gravers, and checking engraver’s proofs on 
catalog stock... . 


EER inn eg 


Details like specifying type faces, sizes, measures, and leading; 


reading galley proofs; nursing revisions 
through to final page-proof form. 

Perhaps you have carried this extra load 
because you weren’t aware that Sweet’s 
Catalog Service is willing and able to take 
over your catalog production, whether or not 
you use any of its other services. 
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how Sweet's produces good catalogs at reasonable 


cost ...and saves time for marketing men 


1| Artwork specified by experts in catalog production, 
executed by draftsmen and illustrators who specialize in 
illustrations for catalog use. Other specialists concentrate 
on photography and retouching, again solely for the pur- 
pose of making catalogs more effective. 


2| Type carefully selected by men well versed in the 
difficult art of catalog typography. They know how to 
pick the right face in the size, measure, leading, and 
weight best suited for each particular catalog design. 


3| Proofs carefully read by people long accustomed to 
technical language, and who are used to the tight, tabular 
arrangements often required in catalog composition. 


4| Printing assigned to the firm best equipped to accord 
top quality at reasonable cost to each different catalog. 
Because of the volume handled, Sweet’s can offer the ad- 
vantages of quantity printing without sacrifice in quality. 
These specialized catalog production services, extending far 
beyond the printing operation, suggest how Sweet’s can re- 
lieve you of needless time-consuming work, and produce 
for you a catalog in highly professional style at very rea- 
sonable cost. 


RL 2 aa 


JANUARY FEBRUARY | 


= 


The weeks you save 

by using Sweet's facilities 
can be devoted 

to other marketing problems 
that only you can solve. 


| SEPTEMBER OCTOBER NOVEMBER OECEMBER 


Sweet’s Catalog Service 


a designers, producers and distributors of manufacturers’ market-specialized catalogs 
Piling, Gore DIVISION OF F. W. DODGE CORPORATION 
Te ait, hale” er 119 WEST 40th STREET, NEW YORK 18, NEW YORK 


: 4, 
ee se re a _ 


Boston Buffalo Chicago Cincinnati Cleveland Detroit Los Angeles Philadelphia Pittsburgh St. Louis San Francisco 
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How Snapshots Sell Travel to 15,000,000 American Vacationists 


Of all industries, the folks who sell travel by land, sea and air have best exploited oppor- 
tunities to gain favorable publicity through camera fans. Here's why they're interested: 


0% 


of their travels 


2. 93% of these said: | 
‘| show my snapshots to friends and relatives” 


50% of these said 
“Those original amateur photographs were one of 
the deciding factors in my choice of a resort.” 


1. 80% of all vacationists take snapshots 


. 43% of all vacationists had seen amateur 
pictures of the resort they chose. 


This ls 20% of The Vacation Market! 


The Shutterbugs Can Help You Sell 


Find ways to create picture-worthy subject matter for 
America's hordes of amateur photographers, and you will 
create a new and powerful advertising medium. Explore, at 


the same time, new ways to use photographs as sales tools. 


You ought to be in pictures” 
because pictures sell, 

When manufacturers and merchan 
disers learn to capitalize on our na 
tional craze tor snapshooting with its 
tremendous “private” circulation and 
t authority, 
picture-taking may well 


.. personal testimonial” 
amateut 
come to be regarded as a tourth and 
profitable dimension of sales promo 
Tion, 

here are already many unique 
applications of photographic art in 
direct mail 


ind point-ot-purchase materials, and 


ulvertising and publicity, 


recently, television, Fashion and tood 
promoters have devised eye-catching 


llustrations tied in to related prod 


56 


ucts or settings. Business paper and 
consumer advertisements have origin 
al twists on testimonial portraits and 
success stories, and product and insti 
tutional advertisements use salon pho 
tographs in high and low key. 

Now comes “fourth dimension” 
selling: amateur snapshots of the 
things they like and respect. When 
they picture yout products, your tac 
tories, or any of your company activi 
“fourth dimension” 
selling in an unbudgeted, unimpeach 
able, ever-timely sales medium. 

Popular snapshot photography 
makes mass contact to and through 
almost twoscore millions of camera 
Americans. Their 


ties, you enjoy 


using 


snapshots 


have the authority of first-hand ex 
perience. By friendly, subtle persua- 
sion they are ‘‘timed” to “sell” in 
daily contacts throughout the year 
for years and years. Joe is talking 
about buying a new car? George at 
the next desk, one of your unpaid 
salesmen, promptly whips out a snap 
of his new Ford convertible. 

This new selling concept has been 
successfully pioneered by the travel 
trade 
Let’s examine the selling potential ot 


carriers, resorts, and agents. 


the amateurs’ cameras as they see it. 

First, 35 million camera users in 
this country are willing and active 
recorders of the activities, and people, 
and possessions that have personal im 
portance to them. For these millions 
preconditioned to respond to personal 
photography, the advertising illustra 
tion, caption, or text that suggests use 
ot their cameras implies unusual met 
ts in product or service. 

Second, Americans’ 5 million snap 
shots a day can become a tremendous 
reservoir of promotion with an un 
matched 


circulation and = authority 
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THE TRAVEL FOLKS, more than any other industry, MANY A FAMILY, viewing vacation snapshots made by friends returned from 
have stimulated millions of dollars’ worth of new busi- cruises to foreign ports, has come into the market for a similar pleasure 
ness for vacation spots by encouraging amateur pho- trip. American President Lines exploits interest in photography at every 


tographers to take pictures to show to their friends. opportunity. The ‘President Cleveland” has a completely equipped darkroom, 


How to Get into Pictures 


. Analyze your products, your factory, your promotional activities, 
to discover what is picture-worthy, and invite camera fans to 
"shoot." 


Dress and act like a picture. Pile your materials, arrange your 
processes, light your product, dramatize your demonstrations, in 
a picture-worthy manner. 


Develop a simple instruction folder for camera fans, telling them 
where to take pictures, what to take, how to take. 


Watch for opportunities to get your product into settings as an 
accessory or detail. This could apply to photographs made for 
editorial or advertising use, or to amateur photos made at public 


events of one kind or another. HOW TO DO IT: Henry Van Wedelen, 
. Watch for opportunities to take candid shots yourself — prints ship's photographer aboard the “President 
: ° . ' ° Cleveland,”’ helps tourists with their techni- 

of which can be given later to your subjects. Example: pictures 


, iy cal problems. The photographs they make 
made at a convention or exhibit. 


will help sell the line for years to come. 
. Gain popular prestige by claiming “unusual’’ importance or 
quality with ‘'picture-taking” pictures in advertisements and sales 
literature. Example: Show your product or service being photo- 
graphed by a user or spectator. manager, points out that probably 
80; of all vacationing parties carry 
one or more cameras and, almost 


without exception, show thei shap- 
shots to triends and relatives when 
among ft ends, elatives and business to American express ‘Tours Was they return to thei homes. lL here,” 
associates tor vears and vears. pushed by a series of nine stimulating SaVS Mr. Nac Arthur, “is out testi- 


Because 35% of all snapshots are posters based on the picture-taking 


monial advertising on a mass scale. 
taken on vacations and shorter trips, theme. Each poster showed a camera Maximillian H. Miltzlaff, speak- 
the travel industry has been the first arrving tourist at some popular re ng as Creneral Passenger Agent of 
the American President Lines in New 
vantages. Picture yourself at... York, says: “We sincerely believe the 

During recent months the market James MacArthur, — advertising cameras of our clients 


to utilize these tourth-dimension ad sort and suggested to the reader, 


are one ot the 
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most efhicient sales tools we 
ploy. 

“Our advertising makes a point of 
using art work which shows a tourist 
with a camera ready to snap the 
wonders of a President Lines cruise. 
We're positive that three-quarters of 
Americans like to take pictures, so we 
remind them that the President ships 
are especially picture-worthy.” 

Specifically, Miltzlaff tells of a 
Florida doctor who was encouraged 
by the ship’s photographer to take pic 
tures on his first cruise. He received 
such praise tor them upon his return 
home that he has repeated that cruise 
always with 
a camera loaded with color film, En 
tirely on a hobby, non-profit basis the 
doctor has become one of the most 
famous travel speakers in the South 
east. His talks and his slides before 
clubs and church and civic 


and taken several others 


groups 
have accounted for scores of mquiries 
concerning American President 


CTUlses, 


Service on Board 


The American President Lines goes 
further than its pie torial reminders to 
“bring your camera.” Aboard the 
President Cleveland and President 
Wilson there are completely equipped 
darkrooms. The traveler's snapshots 
can be developed in 24 hours. With 
yesterday's pictures fresh in hand, he 
is encouraged to take more pictures 
to make his daily photo-travel store 
complete, or to retake those shots he 
teels could be bette 
exposed, 

In libraries of the President Lines’ 
ships that best seller, “How to Make 
(jood Pictures.” has become a subtle 
Pacific 


nstructions on how to make bette: 


composed o1 


salesman ton Cruises in its 
travel pictures, 

Keven “Chessie” is a “camera cat,’ 
to judge from the beautiful booklets 
published by the Chesapeake & Ohio 
Railway Co. In picturing the attra 
tions of Washington, Charlottesville 
and Richmond, the impact of the il 
lustrations is doubled by the inclusion 
n them of tourists using their cam 
eras to attest the 


these tourist sights. 


“extra” beauty ot 


In text as well as in pictures 
Thomas J. Deegan, vice-president in 
charge ot advertising, attempts to en 
list every passenger in C & O’s sales 
force. Such phrases as “Be sure to 
take your camera with you on the 
trails tor some wonderful pictures 

and “Better bring vour cam 
era... are used to build up the 
White 


attractions ot The Greenabrie: 
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Sulphur Springs, W. Va. and the 
Virginia shore. 

How effective the results of plug- 
ging the photographic appeal may be 
is shown by the experience of the 
Canadian National Railways: One 
“camera tour” to Jasper Park 
in the Canadian Rockies resulted in 
20,000 pictures. “That was not un- 
usual for the following year the total 
was 25,000. Facilities for printing 
the pictures the tourists were urged 
to take and a_ well-stocked camera 
store were important factors in reach 
ing these figures. 

Few American resorts have utilized 
picture-taking as broadly as has 
Jasper Park, but Dick Pope’s Cypress 
Gjardens in Florida has become world 
famous by catering almost exclusively 
to the amateur camera user. Special 


year's 


Pema 


AO 


FOR THE 


CAMERA 


UNION PACIFIC puts out a special folder 
for the camera fans. Sections on Zion, 
Grand Canyon, and Bryce Canyon, for ex- 
ample, give specific suggestions on subject 
matter, best time of day for picture-taking, 


how to use filters, where to find animals. 


stands provide vantage points at water 
sports. An attendant calls attention 
to proper camera settings. Flowe: 
beds and shore lines, designed to im- 
prove picture composition, and high 
school willing models, 
make the Gardens’a tourist’s delight 
for black and white, color, motion o1 
stereoptican views. 

So much for ways in which the 
travel folks are taking advantage of 
the craze for amateur photography 
to turn it to their own sales advan- 


tage. 


beauties as 


Your Plant in Pictures 


Can manufacturers adapt the same 
idea? Consider the plant tour. 

Such tours are now a_ standard 
part of the public relations programs 
in hundreds of factories. An est 
mated 40 million people a year go 
through cheese, musical instrument, 
textile, soap and other kinds of fac 
tories. The companies go to consid 
erable lengths to encourage and o1 
ganize such visits. The whole idea is 
that visitors will be favorably im 
pressed with what they see, will gain 
a sense of “knowing” the product 
and the company. 

The impact of these visits could be 
broadened and strengthened by spe 
cifically 


‘True, some processes do not. lend 


encouraging snap-shooting. 
themselves to amateur photography, 
but the greatest limitation is the im 
agination of the persons responsible 
tor organizing the tours. 

Some bright factory 
member that visitors are “tourists.” 
Their plants and personnel are pre 
sented as vacation highlights, to be 
recorded and 
shots. 

Almost every plant can provide 
effective picture-taking stimuli. Snap 
py uniforms for the tour guides, at 
tractive landscaping outside, brightly 


owners re 


remembered in) snap 


lit demonstration areas inside, for ex 
ample. Free samples won't inspire 
snapshots, but when these same sam 
ples are handed out by pretty girls 
well, the product gets into the pic 
ture too, 

Now let’s shift) our 
trom these suggestions about the pro 
motional value of amateur snapshots 


perspective 


to pictures you can n ake, on yout 
own, to provide new sales and pro 
motional capital. 

William T. Bigler, manager of 
Boston’s Hotel Kenmore, has long 
stressed, in sales literature to pros 


pects and guests, the photogenic quali 
ties of historic sites in and around 
Soston, to arouse the interest of cam 
era tans. This policy led him to the 
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Thiis the size we bottle for the Growing Greensboro Market!” 


¢ 


Sales Management Figures 


THINGS BEGIN TO POP when your advertising 
hits the 690,000 people in the 12-County ABC 
Growing Greensboro Market . . . These folks— 
1/6 of North Carolina’s 4-million total popula- 
tion—account for 1/5 of the total retail sales 
of nearly $3-billion, here in the South’s Leading 
State! ... Whether you want to sell food, gen- 
eral merchandise, apparel, lumber, furniture, or 
gasoline—you can count on the Growing Greens- 
boro Market to come up with 1/5 of North 
Carolina’s sales potential in these classifications. 
... Biggest and best tool to deliver this major 
market is the 100,000 daily circulation of the 
GREENSBORO NEWS & RECORD. 


The only medium with dominant coverage in the 
Greensboro 12-County ABC Market, and with 
selling influence in over half of North Carolina! 


» 


IG REENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 


use of color slides as direct sales tools. 

“Color slides,” he savs, ‘have be 
come an indispensable adjunct of sales 
at the Kenmore. We can show any 
prospect all our varied dishes, buffets 
or floral designs, in three-dimensional 
views. There’s no possibility of mis 
understanding on any arrangements, 
and our color slides show we are 
proud of the services we offer. 

“We have built up six full sets of 
1,000 scenes—one set tor each person 
connected w th sales. Because they 
are used in over 50©@ of our sales 
t is not uncommon to have all six 
sets in action at the same time. We 
believe in photography for ourselves 
and for out guests, We're sure every 
photograph carries the in pl ation ol 
something special in the subject 
whether it’s one of ul ‘reoptican 
views of a wedding 
black and white snapshot 
Commonwealth Avenue entrance.” 

Herbert i P (jreenwald, — trave 
agent, Kingston, N.Y., also believe 
In Using his own Cameras and 
couraging his chents to take pictu 
“Notion pictures are fine tor selling 
to large audiences, but tor the ere 

less than 50, give me slides,’ 

vs. “With slides you in stop 


a des ptive selling, tell how t 
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picture was made, suggest another their visits, and when they do, each 
angle tol the prospect's own picture is greeted by name when he stops at 
taking, and, in general, react imme the desk to pick up his reservation 
diately to the audience’s spot interest the clerks have sharpened their mem- 
in any scene. ories by checking the Club’s snapshot 
No promoter has exercised more files. It’s snapshot photography that 
imagination on the varied uses of the makes hundreds of people remember 
camera promotion than Allen P. and talk (with illustrations) about 
Beach, manager of the Basin Harbor the fun at Basin Harbor. 
Club at Vergennes, Vt. He and his New as it is, there are scores of 
aides set a constant example in photo applications of the snapshot idea to 
graphic activity by taking numberless further sales. Witness the Santa 
pictures of all parties and individuals Monica, Cal., baker, Lincoln J. An 
during their stay at the Club. derson who, entering business in a 
During the following wintel each strange town, bec ame one ot its most 
former guest receives one or more popular businessmen and citizens. 
pictures taken of him as he enjoyed Anderson made a practice of taking 
the facilities of the Club. They are snapshots of new customers, His par- 
encouraged to borrow the Club’s own ticular quarry were the children of 


films to show their friends. the customers; each snapshot was 
Ot course, satished guests repeat stamped on the back with the name 
and address of his bakery. Parents 


loved the snaps of their children 
Even in the so-called backward and. of 


course, showed them to thei 


countries, where selling is_ still neighbors. Anderson’s bakery became 


famous throughout the city. 
and living standards are low, a We all 


confined to haggling at bazaars 


enjoy the fun of picture 
potential market exists for the en taking. What's more, we like the im 
terprising businessman. plied importance of being in pictures. 
Practical Sales Psychology So analyze the picture potential of 
By Donald A. and your product or service and don’t be 
Eleanor C. Laird shy. You ought to be in picture 
bec Ause pictures sel] 


10 Big Benefits You Enjoy 


When You Put Your Policies in Writing 


{continued from page 25) 


makes no secret of the fact that it Is 


in business to make a profit. So, it 


is specified that the first duty of ever 


\ldens executive is to make a pront 


consistently Veal 
"ar. ‘Thus, if 
promoted trom within what was be 


for the company 


Management 


lieved to be the best talent, without 
regard to available talent from the 
outside, it might reflect, eventually 
on the profit position of the company. 
‘The best man gets the job. As it 
wtually works out 
promotions are made from within, 
ince the backbone of Aldens’ execu 


tive program is an excellent train 


howevel most 


ng and development program. 


Why Job Descriptions 
Are Needed 


\nothe: 


based on the use of job descriptions 


“control by policies” is 
tor executive jobs. In many com 
panies, job descriptions are limited to 
plant workers; or, at most, to plant 
rank-and-file 


comes to the 


ind = othce workers. 


When. it 


executive 


group, management throws up _ its 
hands at the idea of job descriptions. 
loo much work! Too dificult! Ex 
ecutives wouldn't stand for it! Ac 
tually 
according to job descriptions, they 


preter this method for it results in 


once executives have worked 


less confusion—less running around 
from office to office; less writing of 
memos; less time out for gossip. 
Without job descriptions, many an 
executive 1s spreading over into othe: 
jobs. On 


around for a while has just acquired 


many a man who has been 


a series of unrelated jobs, because 
there was no one else at the time to 
take them over. Aldens job dese rip 


ion sheets leave nothing to chance. 


Kach man’s scope of responsibility 


authority is spelled out in de 
Space here does not permit a 
complete description of any one job, 
but a few lines will show how care 
fully these descriptions have been set 
up. 
This description is for the com 
pany’s M. QO. Payroll & Expense 
Controller in the Operation Divi 


sion. His rating points are given at 


ia 


Are you getting maximum results from your industrial advertising dollars? If you 
want to see tangible, measurable results INDUSTRIAL MAINTENANCE will produce 
quantity, quality inquiries from its more than 75,000 plant operating readers. 


Covering over 50,000 plants in 23 industries at shirt-sleeve leve!, INDUSTRIAL 
MAINTENANCE delivers the plant men who are ready and able to buy. These 
men are responsible for the function and upkeep of machinery, equipment and 


plant in America’s top-rated companies! 


If you're not covering this multi-million market with your 1953 budget, investigate 


INDUSTRIAL MAINTENANCE today! 


cet resutts! INDUSTRIAL MAINTENANCE 


Philadelphia 4, Pa. 


the top of the page, together with his 
salary class. “The sheet then  indi- 
cates that this executive reports to 
the Director of M. O. Operations. 
His description of duties begins with 
the one duty which heads every execu- 
tive job description sheet: fo increase 
Aldens’ profit. This particular sheet 
specihes two ways in which the execu- 
controll- 
ing payroll and expense for the entire 
mail order division; by devising and 


tive can increase profits: by 


installing plans to increase employe 
motivation and to reduce payroll and 
expense. His job duties include: (1) 
participating in formulating Operat- 
ing Division policies and determin- 
ing methods; (2) training sub-execu- 


through whom he supervises; 
ecommends changes of status tor 
discharging, 


transterring, salary changes, promo- 


them such as_ hiring, 
tions and demotions; recommends or 
ipproves changes of emploves’ status 
for those reporting directly to his 
sub-executives; (3) has responsibility 
tor; (4) performs direct duties as 
follows: 

Under (3), are some 15 definite 
under (+) about 10 


Thus the person as- 


responsibilities ; 
specific duties. 
signed to the job knows exactly where 
his responsibilities and duties lie. He 
is not concerned with what Bill Jones 
in the next office has to do, or the 
chap in the office next to Bill. He 
is responsible tor his specific job only. 
It also follows that what he does is 
no concern of Bill Jones or his neigh- 
bor. Regular other 
staft meetings take care of matters 


division and 
which really concern a// executives. 
Aldens’ setup includes some six di- 
Isions merchandise, advertising, 
finance, operating, retail, and indus- 
Under these division 
directors are department heads, sec- 
tion heads, unit supervisors, and fin- 
ally, rank-and-file workers. ‘lo fa- 
cilitate the proper flow of work, and 
to mesh the duties and responsibili- 


trial relations. 


ties outlined on the executive job de- 
scription sheets, an Allocation Chart 
has been set up to allocate the au- 
thorities of each division. For ex- 
ample, the Allocation Chart for the 
Industrial Relations Division is sep- 
arated into three sections: planning, 
purchasing (as budgeted), and op 
erations. Under these sections each 
corresponding activity is listed to- 
gether with the specific department 
manager who has authority to make 
recommendations, to give approval 
and to review after approval. ‘The 
latter is usually the division director. 

As can be seen from Aldens’ ex- 
perience, setting up written execu- 
it’s a 
big job tor any company and a long 


tive policies is no child’s play 
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job. lt 
Cause policies must be selected, tried 
(or validated) and then put into 
their “work clothes.” After that, the 
whole procedure may have to be done 


cannot be done overn ght be 


over again; in fact, one, may just 
about bank on its having to be re 
time as Al 


years’ experience has shown. 


evaluated trom 


dens’ 14 


Indispensable Element: 
An Executive Training Program 


SO 


Aldens 


have been de 


la lust two steps ot 
over-all program 


scribed: writing and evaluating the 
preparing the executive job 
descriptions and the authority alloca 
tion charts. ‘There is still a third 
step whicl to train and develop 
executives in line with the 
polic es. 


policies : 


written 


Aldens has not left its executive de 
velopment program to chance, but bi 
means ot a chart breaks down the 
procedure into five steps: incentiy 
procurement, selection, training 
meetings. “lo show how thoroug 
the prog? 


take “education” under the section on 


am has been planned, let us 
training. ‘This subsection covers the 
following: in-plant education, exe 


tive b ehing course, special COUTSeS 


horizontal transfers, morale reports, 
labor turnover reports, out plant ed 
ucation, college courses, correspond 
ence courses, active memberships in 
trade and __ protessional 


speeches, participation in community 


groups, 


projects. 

Meetings, which for the most part 
bring together executives with like 
duties and responsibilities, include the 
divisional 


management committee, 


committee, personnel policy commit 
tee department meetings, section 
meetings, the “Bottom Line Dinner,” 
ant grievance meetings. 

The last 
may be a surprise for, while pra 


meeting on grievances 


tically every plant has its grievance 
where the rank-and-file 


the 


procedure 
emplove may air his gripes, tron 
foreman on up the line, top manage 
forgets that 
The only way the ex 


ment executives have 
eTIPes, too. 
ecutive can air his yripes howeve V8 
to discuss his personal troubles with 
Bill, and Joe and Harry. Unless 
of course, he wants to go to the front 
ofice—and few will go that far un 
til they are about ready to quit. Fai 
less time is spent in periodic Orley 
ance meetings than in the daily con 
tabs o1 pe sessions that go on in 


every office day after day. 


Regardless of how fine its begin- 
ning, how sincerely a program is set 
up, ot how hard any one group of 
men may work at it, unless it has 
the support of top management, it 
will not continue successfully in op 
eration. During the 14 years this 
program at Aldens has been in eftect 
it has had the undeviating support ot 
the company’s president, R. W. Jack 
son. In his office, as well as that ot 
every division director or department 
head, the question will be asked when 

“what does the 
about it?” By his 


problems arise: 
‘Principles’ say 
own example, he shows that he ex 
pects all levels of management to 
comply with the ‘Principles’; that 
each executive conform to his re 
sponsibilities and duties as determined 
by job descriptions and allocation 
charts. 

Fourteen years’ work on a program 
provides a more than adequate test. 
Over a decade of experience removes 
many of the Shays, gives management 
a chance to validate policies and to 
prove them working 
conditions. As Jack Staehle says, “pro 
grams such as this will not provide a 
Utopia, but it does make for smooth 


under actual 


executive operation and greater cer 
tainty of meeting specified goals. 


FIRST IN HOME OWNERSHIP IN INDIANA 
... THIRD IN U.S.! 


Seven out of ten people in South Bend own the homes they 


live in! Not only is this tops in Indiana, but third best in the 
nation (U.S. Bureau of Census Report, October, 1952). Here's 
a market that’s stable. And, people who live here buy here 
—South Bend’s total retail sales per family are highest in 


Indiana! One newspaper, the South Bend Tribune, saturates 


Che 


Soulh Mend 


ribune 


this great market. Get 
all the facts. Write for 
free market data book, 
“Test Town, U.S.A.” 


STORY, BROOKS & 
FINLEY, INC.‘ 
NATIONAL 
REPRESENTATIVES 
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CARTONS 


CREATE 


PULSE 


SELF-SERVICE 


MARKETS 


Increase sales, profit and good will, with 
dynamic Gair Cartons. More and more, 
Impulse Buying of a product in Self-Service 
markets depends onthe attractive- 
ness and selling impact of the package. 


UYIN 


Safeguard the success of your new package 
by placing your packaging problem with 
the Gair organization. Yes! Gair has been 
designing and manufacturing folding car- 
tons with a powerful “Sales Impact'’ for 
almost a century. For complete information 


Write for Brochure on Gair Cartons. 


My S 
\ | eu % (rN 


e GA I RK FOLDING CARTONS 
SHIPPING CONTAINERS 
155 EAST 44TH STREET+> NEW YORK +> TORONTO 
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Promotion Manager, Simmons 


Boardman Publishing Corp., 30) 
Church St., New York 7, N.Y. 
che 
OU ee 6 


Entertainment Producers Direc- 
tory: Published by Sales Meetings 
for meeting, exhibit and trade show 
planners. Listings represent leading 
suppliers of theatrical and musical 
talent tor conventions, sales meet ngs 


and Other Literature Useful to Sales Executives and expositions, Some of the organiza 


tions handle scripts, programming 


Booklets, Surveys, Market Analyses, Promotional Pieces 


and complete productions for large 
meetings. Entries are made alpha 
1953 Railway Market: Fort: ailroads make up a $28-billion entet betically by state and city. All in 
eight-page booklet published by Sin prise, a $3-billion annual market. 


} 


7 formation is based on questionnaires 
mons- Boardman Corp. It summarizes I hey operate 9°, of the world’s 


returned by the entertainment pro 
trends in the various bran hes ot the R R.n lave perform HU, ot the na lucers. VW te to Philip Hari son. 
railway market and gives figures on tion's transportation service, spend $3 General Manager. Sales Meetings 
buy ny who and where to sell and billion tor products, buy 100,000 dit 1200 Land Title Blde.. Philadel 


how pre-select and package the ferent items, employ 1,200,000 work phia 10, Pa. 
audien without waste \me an ers. Write to G. H. Johnson, Sales 


The Spokane Market: [ata con 
piled by The Spokesman-Review and 
Spokane Daily Chronicle: population 


Tell Wore J = 4 fivures, market and farm income, re 


tail and food sales, employment—by 

; : counties. It’s a billion-dollar market 

Sell Wore a , eae with a population growth in the past 
: ll 10 years more than double the U.S. 

rate of growth. Gross farm income 
s 405 greater than in 1939. Lum 


2'4 billion board 
feet annually. Three of the seven 


ber production is 
witH A Yatemacter! psa 


Ar ordinary ring binder that we have made into a valuable 
selling tool it sets-up and takes-down in split seconds 
Its simplicity makes it inexpensive. Carried in stock. Also 
100s of other items 


SEND FOR FREE FOLDER! 
Sales “Tools ue 1704 WEST WASHINGTON BLVD. 
4 " SC@WMECAGO 12, 1ELIEB ONS 
SSHOSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSOSSCSCEOSSSESCOCS 


mining districts in the world to pro 
duce a billion dollars in wealth are in 
this area. Spokane market net buying 
income gain is 215 over 1939; re 
tail sales gain is 264 since 1939. 
Write to Norman P. Scott, Manager, 
Cseneral Advertising Division, Th: 
Spokesman-Review and Spokane Daily 
Chronicle, Spokane, Wash. 
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LITHOGRAPHED CARDBOARD DISPLAYS Heat Treating Market Survey: 
Study made by Matertals & Methods 
of markets for heat treating methods 
and equipment within a cross-section 
of U.S. hard-goods manufacturing 
plants. It reveals the extent of the 
market and is based on information 


583 plants: dati ‘ * vari 
a from 583 plants: data on all the vari 


as INLAND hands out ous types of heat treating, equipment 
IDEAS Sate o Dietien needed for each heat treating method, 
err "anit stands ent. and all supplies and accessory equip 
EXPERIENCE : . : ment used. Some of the highlights: 
any airaremners 90.10 of the plants covered employ 


FACILITIES spicsiggcbeeane-stegieaaaaa heat treating in the manufacture ot 


‘ou, too, can build . ” 
} — I ' . their products; use an average of 417 

more sales by using us! ee 
different methods; use an average ot 


CALL US OVER TODAY! 2.9 different types of heat treating 
equipment; use an average of 3.5 

different types of accessory equip- 
INLAND LITHOGRAPH COMPANY ment. Write to William P. Winsor, 
Publisher, AJaterials & Methods, 
CHICAGO 6*RANDOLPH 66-3256 | 330 W. 42nd St., New York 36, 
N.Y. 


SALES MANAGEMENT 


for Selling 


SHUTTER CLICKS on kitchenful of miniature G-E appliances arranged to fit floor 
plan. Dealer hands finished photo to housewife, who approves what she sees or sug- 
gests changes. Result: Dealer quickly qualifies prospect, makes blueprints and drawings 
only after order is signed, saves cost and time of “speculation” blueprint preparation. 


Why G-E Aims a Camera 
At the Prospect's Kitchen 


With a quick-print camera and tiny models of G-E kitchen 
appliances, dealers show the housewife how her kitchen 
could look—if she'd go G-E all-electric all the way. 


When the Polaroid Corp., Cam 
bridge, Mlass., brought out Land 
cameras* after World War II, ama 
teur photographers pounced on them 
like lean tigers after raw meat. With 
the Polaroid, instead of waiting six 
days for finished prints to come back 
from the drugstore, you snap the pic 
ture, wait 60 seconds to pull a fin 
ished 
amera. 


glossy photograph from the 
Polaroid didn’t anticipate what was 
to come: a brisk business among com 
panies on the lookout for visual sales 
tools. Outfits like General Electric’s 
Appliances Co., Cambridge, junked 
traditional sales presentations as soon 
as they spotted the quick-print cam 
era, built new sales approaches around 
if. 
Until a vear ago, G-E’s kitchen 
planning program worked like this: 
(1) Dealer measured prospect’s kitch- 
en, then (2) made scale drawing, set 
it up with miniature stove and other 


* Named for inventor, Dr. Edwin H. Land 
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(j-E appliances; (3) photographed 
miniature plan, colored photographs ; 
(+) put photographs, scale drawing 
and blueprints into folder and finally 
submitted it to prospect for approval. 

The plan worked, but too seldom. 
Sales-to-calls didn’t justify cost. of 
blueprint process, and housewives 
(and husbands) couldn’t understand 
technical drawings. Moreover, it was 
difficult, at the last minute, to alte: 
blueprints to prospect’s whim. And 
more than one call was necessary to 
close a sale. 

Still, according to D. J. MacLeod, 
manager, appliances advertising and 
sales promotion, in order to accom 
plish G-E’s sales objective—tfull vis 
ualization of proposed kitchen—pres 
entations had to 
prongs: (1) 


sharp 
prospect; (2) 
; (3) make 
effective use of planning personnel ; 
(4+) excite dealers. 

After experimenting with — the 
Polaroid camera, G-E hit on a quali 


have four 
qualify 
arouse interest in a hurry 


Mark your product 


METAL NAME PLATE 


RIT 
ETCHING CORPORAL \ON 
———— 


Spotlight your product with a sparkling 
metal name plate. We gladly cooperate with 
sales and advertising executives to create 
standout identification which reflects your 
product’s quality ... marks it for more sales. 
Send a rough sketch or blue print for design 
suggestion and quotation. Let us help you 
improve your product identification. Write 
now for detailed information. 


CHICAGO THRIFT-ETCHING CORPORATION 
1555 N. Sheffield Ave., Chicago 272, Ill., Dept. J 
Subsidiary of Dodge Manufacturing Corporation, Mishawaka, indiana 


Boost sales with Waddell 


POINT OF SALE 


Displays 


For deals or resale! 


Get our price on self-amortizing 
displays to build dealer sales! We 
ship standard counter, floor, and 
wall units from stock; and custom 
build in quantity to your specifica- 
tions. Tell us what you sell, type 
of unit wanted, and how many! 

Free warehousing and 
drop shipments may be arranged. 
THE 


WADDELL 


COMPANY, INC 
Since 1889 
Greenfield, Ohio 
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Dept. D 


Move the Mountain 
to Mohammed 


Mohammed as noted in his poruble, once believed 
in the power to move mountains. Of course, he 


failed 


Today, however, you have the power to move 
more than mountains. You can demonstrate by 
dramatic motion pictures anything from yet planes 
to toy automobiles with TSI “Suitcase” 16mm 


Projectors 


Over ten years. of experience and thousands of 
TS! Suitcase’ machines in service today prove the 
exceptional odvantages of these projectors in 


industry and sales 


NOTE THESE 
EXCLUSIVE ADVANTAGES — 


Complete Self Operating Unit—No reels of film 
to thread —no screen to set up —no sound speaker 
to engage—all these features are together in 


the one unit case 


“*Blick'’ It's On— Just plug into any 115 volt electri 
cal outlet, AC or DC, and with a ‘flick’ of its switch 


the TSI Projector is on and running 


Automatic Rewind—Due to exclusive 16mm film 
magazine—film is automatically rewound—no re 
threading necessary magazine is power driven 
It's ready to go after every show 

Daylight Operation—No need to draw shades or 
draperies. Crystal clear pictures are projected on 


the self contained screen in any lighted room 


Compact— Model D or H (DeVry or Bell and 
Howell mechanism) 135 sq. inch screen—only 40 


pounds. Easy to carry. Case size—14 «22 x12 


Forced air cooling 


Projects black and white or color films 


* 
% Projects sound or silent films 
7 
* 


Magazine Capacity 800 ft. lé6mm film—(22 
min. sound 32 min. silent) 
Magazine or conventional reel arm projection 
(up to 2000 ft. 16mm film) 
Designed and built by the pioneers of suitcase 


projectors 


atic 
nly 

nds 

a 20 


sales 


Write today for illustrated brochures featuring 


TS! Suitcase Projectors 


TECHNICAL SERVICE, INCORPORATED 
Dept. A-1 30865 Five Mile Rd. 
Plymouth, Michigan, U.S.A 


Custom Mfgrs. of Electronic ond or Mechanical Equipment 
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FULL VISUALIZATION of final kitchen layout is made possible by miniature 
appliance and cabinet models which can be set up in any arrangement prospect 


wishes. 


G-E's kitchen planning program saves prospect blueprint trouble, gives 


dealer chance to shoot for sale of entire line of electric appliances instead of one unit. 


fication approach that was fast: 

1. Announce free kitchen and laun 
dry planning to every prospect in the 
Boston area, through radio spot an 
nouncements, newspaper advertising. 
2. As requests for the service come 
in, planning personnel and dealer per 
sonnel rush in with the Polaroid and 
set up miniature. models, photograph 
them and show prospect a picture of 
her proposed kitchen—in her own 
home and on the initial call. 

3. Follow through with proper in 
stallation procedures to see that fin- 
ished product gets customer’s OR. 

As the plan unfolded, G-E looked 
over its crop of dealers (in the Boston 
area) to see who among them were 
qualified to lay out, start and follow 
through on a complete kitchen. Six 
picked, put 
through an accelerated kitchen plan 
ning course embracing, among other 


teen retailers were 


things, the use ot the Polaroid camera. 

Soon, when Bostonians picked up 
The Boston Globe, they were exposed 
to advertisements which told how 
G-E technicians could actually “build 
your new kitchen, using exact replicas 
of appliances and cabinets set up in 
miniature, complete to the location of 
Then, said the 
advertisements, ‘a magic photograph 


doors and windows.” 


¢ process” gives you an actual gloss\ 
photograph of your kitchen, just as it 
will look. 

Following this procedure, the cus 
tomer could easily make changes 
before spending a penny. 

As advertising replies came in, they 
were tabulated and segregated by 
dealerships ; then each individual reply 
was checked to obtain the telephone 
number of the inquirer. Contact was 
made, an appointment set up. 

Now, when a dealer arrives at the 


home, he (1) takes measurements, 
(2) sets up miniature appliances and 
cabinets, (3) takes picture with the 
polaroid, (4) shows it to the prospect, 
and attempts to close the order on the 
spot. 

After the order is signed, then the 
final plans and blueprints are made. 

It is a fact that sales of kitchen 
appliances are rarely closed on the 
first call. “Yet,” says MacLeod, “use 
of the Polaroid has enabled us to 
qualify the prospect quickly—a tre 
mendous help in kitchen selling—and 
it has excited the prospective custom 
er to a point we have never before 
been able to reach.” 

Now MacLeod has discovered an 
other Polaroid use. “In these days of 
trade-ins,” he points out, “some deal 
ers have to dispose of ‘as-is,’ used 
merchandise. One of our dealers pho 
tographs each piece of used equipment 
and gives a picture of it to each sales 
man. The salesman can then actually 
show a customer what is offered with 
out bringing customer into the store.” 

Similarly, other companies use the 
Polaroid in qualifying prospects, Ix 
ample: Fisher Scientific Co., Pitts 
burgh (office and laboratory furni 
ture), asks customer to measure his 
Hoor area and to pick turniture he 
likes from Fisher Then 
Fisher's furniture expert sets up a 
“dollhouse” 


catalog. 


laboratory, using scale 
model furniture selected by prospect. 
He then snaps quick-print picture ot 
best arrangement and mails it to pros- 
pect. If prospect approves, Fisher re 
leases full-size furnishings trom ware 
house located near the buyer, sets up 
real lab for him. According to Fisher, 
the model-furniture-and-picture idea 
has caused a revolution in installation 
of industrial laboratories. 


SALES MANAGEMENT 


Milwaukee Public Museum 


HERE'S nothing like the Sterco-REALIST Camera for 
perfect realism and full, natural color. Artists and 
modelers for the Milwaukee Public Museum are noted 
for the authenticity of their displays. They've found that 
RrAList slides are ideal as a reference in model work 
because REALIST pictures exactly duplicate the original 
is seen by human eye 
ations of the RrALtsT are virtually unlimited. 
Salesmen have proved it to be “the world’s finest visual 


selling tool 


ucts and services as they really are, but also commands at 


Not only does it dramatically portray prod- 


tention. REALIST sales kits are light and easy to handle, too. 


The ReauisT is also a vital tool in enginecring and 
research, as a visible permanent record of concrete fact 
It's the ideal p rsonal camera as well. 


If you haven't seen REALIST pictures, ask your camera 
dealer or commercial photographer to show you some 
Or, for further information, write Davin WHITE Com- 
PANY, 38) W. Court Street, Milwaukee Wisconsin. 


Permanent 
REALIST tae 


protection for 


$159.00 (Tax Inc.) 


remo A 1[S | 


THE CAMERA THAT SEES THE SAME AS YOU 


a4 Tt 

<— Q q 
oh Cameras, Viewers, Projectors, and Accessories ave products 
Lee of the David White Company, Milwaukee 12, Wisconsin. 


stereo slides. Specially designed for 


projection and viewing; 3 window sizes and spacing pre 


=z PERMAMOUNTS adjust slides and eliminate need for projector adjustments. Sturdy 
hee " 


plastic-glass combination is resistant to breakage. Easy to assemble 
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FUTURE SALES RATINGS 


as of January 1, 1953 


Key to Relative Size Ratings Key to Sales Prospect Ratings 


(by industry sales volume) (All ratings are relative to the median (***), which 
A—Ten Billion Dollars and Over indicates approximately no change in relation to the 
B—Seven Billion to Ten Billion Dollars *Rating raised corresponding period of the preceding year.) 
C—Four Billion to Seven Billion Dollars 4 kkk kk—Best Relative Outlook 

D—Two Billion to Four Billion Dollars Reting lowered kkkk —Very Good Relative Outlook 

E—One Billion to Two Billion Dollars kkk —Good (Medium) Relative Outlook 
F—One-Half Billion to One Billion Dollars ak —Fair Relative Outlook 

G—Under a Half-Billion Dollars * 


—Least Impressive Relative Outlook 


Relative Sales Relative Sales 
$s Prospect 


ize 
Rating Rating for 
re 


(See Ist . : 
Above (See Above (See Above 


Key) Key) Above Key) Key) Above Key) 


Advertising . 

Air Conditioning 

Air Transportation 

Aircraft Sales 

Auto Sales (New) 

Auto Sales (Used) 

Auto Tires 

Baking 

Banks (Revenue) 

Beer 

Building (Heavy) 

Building (Residential) 

Candy & Chewing Gum 

Canned Fruits & _ 

Cereals 

Chemicals 

Cigarettes 

Cigars 

Clothing (Men's, Women's 
& Children's) 

Coal (Anthracite) 

Coal (Bituminous) .. 

Coin Machine Sales 

Commercial Printing 

Cosmetics 

Cotton Textiles . . 

Dairy Products 

Department Stores 

Diesel Engines 

Dinnerware 

Drugs & Medicines 

Dry Cleannig 

Education 

Electrical Equipment (Heavy) . 

Electrical Equipment (Light) ... 

Exports 

Farming 

Flour 

Food Processing 

Furs 

Gasoline & Oil 

Glass & Materials 

Government Procurement 

Groceries 

Hardware 

Hotels 

House Furnishings, Floor 
Coverings, Furniture, etc. 

Household Products (Mise.) 

Imports 

Instalment Financing 

Insurance 

Jewelry & Watches 

Laundries 

Liquor (Alcoholic) 


OAMMOANNAAN GCOPPMONOPOPPONAMAMAPODAMOOTE QopEmmOanmommPramng 


wkkkk 


Luggage . 

Machine Tools 
Machinery (Agric.} 
Machinery (Ind'l.) 
Materials Handling 
Meats 

Medical and Dental Care 
Metal Containers 
Metals (Non-Ferrous) 
Motion Pictures 

Musical Instruments 
Office Equipment 

| Oil Burners . 

Oil (Cooking) 

Oil Equipment . 

| Packaging & Containers” 
| Paint ; 

| Paper & Products . 

| Personal Care i 
| Photographic Supplies 
Plastics , 
Plumbing & Heating 


Radios 

Railroad Equipment 
Railroads 
Refrigerators 
Restaurants & Bars 
Restaurant Equipment 
Rubber Products 
Security Financing 
Shipbuilding 

Shoes 

Silk Textiles 

| Soap 

Soft Drinks 

| Sports & Sporting Goods 
| Steel & Iron 

| Sugar 

| Surgical Equipment 

| Synthetic Textiles 
Television 

| Toothpaste & Mouthwashes 
Toys & Games 

| Trailers (Auto) 

Travel & Vacations 
Travel Overseas 

| Trucks 

| Utilities (Electric) 

| Utilities (Gas) 
Utilities (Telegraph) 
| Utilities (Telephone) 
Vacuum Cleaners 
Washers (Household ) 
Woolens & Worsteds 


Printing & Publishing 7 
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Note: Future Sales Ratings are specially copyrighted by SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. 


SALES MANAGEMENT 


How 300 Experts Rate '53 Prospects 
In 108 Basic Industries 


Future Sales Ratings Board Predicts: 


First quarter sales will be up in I7 fields, down in 5. 


Sales for all of 1953 will rise in 20, fall in 11 groups. 


A high level of business is ex- 
pected in 1953 by the Future Sales 
Ratings Board of Analysts, the con- 
sensus of this 300-man group indicat- 
ing a rise in gross national sales of at 
least 5% over 1952. The 1953 sales 
potentials for 108 industries are 
shown on the opposite page. For the 
full year 1953 a total of 20 indus 
tries have been given increased ratings 
and 11 have been lowered. For the 
first quarter of 1953 there are 17 in 


<— 


How to Read the Table 

For a complete perspective 
on each of the 108 industries 
rated, the ''size" rating and the 
“sales prospect" rating should 
be studied together. Reason: 
A change in a low-dollar-vol- 
ume industry is much less sig- 
nificant in dollar sales than in 
a big-volume industry. 


dustries with higher 
with lower. 


ratings and 5 
Reasons are: 


Ratings Up.. 


Easing of Government controls on 
all production and pricing, with pos 
sible elimination in 1953. 

New high levels anticipated in em- 
ployment and disposable incomes in 
1953. 

Strong financial condition of both 
business and the buying public. 

Favorable consumer credit terms, 
as controls are lifted. 

An attractive and 
stable level of prices. 

Continued relatively heavy arma 
ment and expansion expenditures. 

Large new order positions. 

Increased emphasis on selling and 
promotion activity. 

Large production 
plenty of goods to sell. 


comparatively 


capacity and 


Ratings Down.. 


Rapid expansion and 
high records in many instances in 
1952, making still further gains in 
1953 temporarily difficult. 

Advancing consumer debt, indicat 


extremel\ 


ing more borrowing from the future. 
Softening of farm prices and net 
incomes. 
Possible slowing down of plant ex 
penditures by private industry. 
Renewed tendencies toward inven- 
tory over-inflation. 


Forecasts—Ratings Raised: 


Air Conditioning: Unsaturated 
nature of this market both in homes 
and other buildings, and greater 
availability of production materials, 
point to large output and sales in 
1953. Long-term rating raised from 
+ stars to 5, 

Auto Sales (new): Big production 
year anticipated as metal restrictions 
ease and public appetites stimulated 
by new models. Near-term rating 
upped from 3 to 4 stars; long-term 
from 4 to 5. 


Auto sales (used): High percent- 
age of cars now on road well under 
scrapping age, indicating more used 
car business as heavy volume of new 
cars appear. Near-term up from 2 
to 3 stars; long-term 3 to 4. 


Auto Tires: Active use of present 
record total of cars and trucks and big 
new output scheduled for 1953 point 
to high tire demand, Near-term up 
3 to 4 stars; long-term 3 to 5. 


Banks (revenue): Higher deposits, 
consumer and business loans, invest- 
ments and rates, point up for this in- 
dustry: near-term from 2 to 3 stars; 


long-term from 2 to 4. 


CANT Coves 1th Conoline Wiha te. 


The Winston -Salem JOURNAL 


The Winston-Salem JOURNAL | 


WINSTON-SALEM 


TWIN CITY 


& SENTINEL are the ONLY papers MPLUCL GL aries) a Bae 


in the South offering a Monthly Gro- MORNING SUNDAY EVENING 
cery Inventory—an ideal test market. National Representatiy KELLY-SMITH .COMPANY 


1/10th of ALL North Carolina FOOD SALES 


7s J 7 


& SENTINEL are the ONLY papers 
completely blanketing an important 
9-county segment of North Carolina. 


* FOOT NOTE 


$61,469,000, 

According to 
Saies Management 
1952 Survey of 

Buying Power 


Beer: Appeal of lighter beers and 
strong advertising promotion are basis 
for upping long term 3 to 4 stars. 


Canned Fruits & Vegetables: Ris- 
ing disposable income and increasing 
further 
growth; long-term up 3 stars to 4. 


population stimulate sales 


Cereals: Likewise to reap popu- 
lation growth benefits, especially large 
numbers of children. 


trom 3 to 4 stars. 


Long-term up 


Cigars: Sales revival under way 
with smaller styling, heavier promo 


tion, Long-term up 3 to 4 stars. 


Clothing: Depletion of wardrobes 
piled up in post-Korean buying, more 
attractive price levels, and high in 
comes point up for clothing—from 4 
stars to 5 for the long-term. 


Dinnerware: I a: ge inventories 
worked off; normal breakage and de 
mand growth point to rise of neal 
term 2 to 3 stars, long-term | to 3. 


Electrical Equipment (light): l-asing 
Cjovernment controls and consumet 
credit terms bring near-term rating up 
3 stars to 4. 


Furs: 


needs as 


Replacement needs and new 
well as high level of buving 


Bariisnea figures issued 
by Southern Bell Telephone 
Company show that the 
Miami district /eads the 
South in the number of 
telephones in use... both 
New Orleans and Atlanta 
now trail Miami! 


And, for more than a quarter 
of a century, WIOD has 
served this fast-growing 
market well... keeping pace 
with “big town” demands. 
Your Hollingbery man will 
gladly bring you up-to-date on 
the whys and wherefores 

in a big way! Give him a ring! 


* * 
James M. LeGate, General Manager 


5,000 WATTS - 610 KC - NBC 


Ne ional Rep , George P. Hollingbery Co. 
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5 Groups Move Up In Relative Size 


Air Transportation: Fast-growing; up from "G" to 
Textiles: Covering more phases; up from "D" to 
Medicines: Miracle-drug stimulus; up from "D" to "C". Toys & 
Games: Big push from kids, good incomes; up from "G" to "F". 
Utilities (Gas): Natural gas zooms; up from "E" to ''D". 


"E". Cotton 
"A". Drugs & 


powell indicate better times for this 


depressed industry. Long-term up | 


to 2 stars. 


Laundries: Increasing 
of women working, high employment 


proportions 


and buying power bring near-term up 
4+ to 5 stars and long-term 4 to 5. 


Liquor (alcoholic): First quarter fa 
vorable comparison likely with 1952 
quarter, which followed heavy pre- 
tax-rise stocking up. Near-term raised 
trom 3 stars to 4. 


Luggage: Likely to pull up from 
depressed levels, reflecting attractive 
bette: 


prices and promotion; near 


term up | to 2 
> 


>. 


Stars; long-term 2 to 


Meats: Population growth, good 
prices, and plentiful supply make 
long-term rating up trom 3 stars to 4. 


Metal Containers: Better metal 
supplies, good packing demand bring: 
advance in near-term rating from 2 
stars to 4. 


Musical Instruments: Better pros- 
pects for obtaining fine metals needed 
for these instruments; demand poten- 
tial good. Near-term up 2 stars to 


3; long-term 2 to 3. 


Printing & Publishing Equipment: 
Filling the large demand backlog had 
been hampered by materials shortages, 
now improving; near-term up trom 
1 star to 3 stars. 


Refrigerators: Higher production, 
easy consumer credit, new 
point up for near-term 3 stars to 4. 


models, 


Sports & Sporting Goods: Fast-ris- 
ng population and the aging of the 
enormous post-war baby crop, higher 
promotion, bring rise in long-term of 
each of these industries 3 stars. to 4. 


Television: In recapture of sharp 
growth trend as materials become 
available, public wants improved sets ; 
near-term up from 3 stars to 5. 


Trailers (Auto}—Trucks: Easing of 
Government controls on production 
indicate favorable 1953; long-term of 
trailers up from 2 stars to 4; trucks 


trom 3 stars to 4. 


Utilities (telephone): Virtual 
nature of telephones, com- 
bined with increasing households and 


“must? 


business needs bring 
trom 3 Stars to 4, 


near-term up 


Vacuum Cleaners—Washers (house- 
hold): Production rebound from 
strict 
personal 


regulation, high 
stvles and 
strong promotion call for an upping 


(jovernment 
incomes, new 


SALES MANAGEMENT 


ot near-term rating in each of these 
ndustries 3 stars to 4. 

Added Industry: Woolens and 
Worsteds, comprising a large segment 
of the Textile Industry, added to sup- 
plement Cotton Textiles and Syn 
thetic ‘Textiles. 


Forecasts—Ratings Lowered: 


Aircraft Sales: Boom continues, but 
outstanding gains over the tremen 
dous record of 1952 grow tougher; 
long-term decreased | star to 4 stars. 


Building Residential: Ixcellent year 
indicated for 1953, but no substantial 
1952: 


near-term down from 4 stars to 3; 
long-term trom 4 to 3. 


ncreases over the good year 


Chemicals: Another instance where 
rapid expansion and extremely high 
records make still further gains tem 
porarily difficult; near-term rating 
down from 5 stars to 4. 


Exports: Increasing self-sufhciency 
of toreign countries and scarcity of 
dollar exchange point down for ex 


ports; near-term cut trom 4 stars-to 3. 


Farming: Though farmers should 
have a comparatively good year in 
1953, price softening indicates cash 
income may be slightly under 1952. 
Near-term and long-term 


down to 3 stars from 4. 


ratings 


House Furnishings, Floor Cover- 
ings, etc. — Household Products 
(misc.) \ very good vear is indicated 
for these industries in 1953, though 


not quite the top rating; reductions 


Who Predicts? 


Peter B. B. Andrews, con 
sulting economist for SALES 
Nl AN AGEMENT, gathers data to 
quarterly predictions in 108 in 
dustries trom 300 > economists 
serving the Federal government, 
manutacturers trade associa 
tions, business p iblic ations, ad 
statistical 


vert ny agencies, 


are made trom >) stars to + tor long 
term in each of these industries. 
Machine Tools: Another case where 
a good year is indicated, but where 
1952 was too tremendous to improve 
on much. Long-term down from 4 


Machinery (agric.): Farm buying 
expected to be a bit more cautious 
with large gains over 1952 unlikely; 


near-term rating down trom 5 stars 
to +; long term trom 5 to 3, 


Oil Equipment: Better year than 
1952 indicated in 1953, but not the 
top sales gain; ratings for near-term 
and long-term shaved to 4 stars. 


Railroad Equipment: Planning in- 
dicates some slowdown in buying by 
railroads; long-term down trom 3 


stars to 2 


Railroads: Incomes’ in 1952 were 
exceptionally good, making difficult 
targets to surpass; long-term down 
trom 4 stars to 3, 


WORCESTER Ranks As The 
4% Most Popular Test Market 


150,000 to 250,000 Group 


Put your test campaign on a sure-footing in the 
Worcester Market — the 4th most popular in the 150,000 
to 250,000 population group —the 25th in the entire 


nation as a food market. 


Industrial prominence, 


rising business activity and 


stable income to provide $806,052,000 in buying power, 
all contribute to the unfailing success of test campaigns in 
the well-balanced Worcester Market. 

Count on the Telegram-Gazette both for cooperation 
with your testing efforts and for intensive newspaper cover- 
age of this prosperous market. Daily circulation 153,234, 


Sunday 104,542. 


Sources: SALES MANAGEMENT: Test Market Survey, and 1952 
Survey of Buying Power (further reproduction not licensed). 


OWNERS OF RADIO 


WORCESTER, MASSACHUSETTS 


George F. Booth, Publisher 


MOLONEY, REGAN & SCHMITT, Inc. 


National Representatives 


STATION WTAG AND 


Retail Sales Forecast for January, 1953 


‘The volume of retail trade in Jan- 
uary of the new year is expected to 
fall to $12.2 billion, in a normal sea- 
sonal drop from the all-time peak 
levels reached in the closing weeks 
of December. With respect to Janu- 
ary of 1952, the new total represents 
a 3% gain, barely equal to the cor- 
responding rise in retail prices. ‘Vhus, 
we have a continuation of the trend 
which plagued merchandisers through- 
out most of 1951 and 1952; that is, 
a failure for retail sales to match the 
gains in this period of consumer 
income, 

Department stores are particularly 
puzzled by their continuing lag be- 
hind and sales of 


consumet in ome 


other retail outlets. In this connection, 
it is apparent that the lag is most 
marked in the main “downtown” 
stores in the larger urban areas. Sub 
urban branches, along with depart- 
ment outlets in’ the cities of 
moderate have been keeping 
pace with the general sales and in 
come trends. The large stores are 
attempting to combat the downward 
drift by extension of evening shop- 
ping, but beyond a certain point, this 
practice begins to cut into normal 
daytime sales. 

Among those states reporting bet- 
ter-than-average performances for 
this January as opposed to January 
of last year are: Arizona, Arkansas, 


store 
size, 


Florida, Kentucky, Louisiana, Okla- 
homa, Texas, and Wyoming. 

The leading cities, those with a 
city-national index well above aver- 
age, are: Paducah, Ky., 138.0; Lan- 
sing, Mich., 120.6; Casper, Wryo., 
115.9; Corpus Christi, Tex., 114.2; 
Tucson, Ariz., 113.5; Wichita, Kan., 
113.1; Elmira, N.Y., 112.7; Pensa- 
cola, Fla., 111.9; Columbia, S. C., 
111.7; Hempstead Township, N.Y., 
111.3; Augusta, Ga., 111.0; Shreve- 
port, La., 110.5; San Bernardino, 
Cal., 109.9; Newport News, Va., 
109.8; Lubbock, Tex., 109.6; Ports- 
mouth, Va., 109.2; Albany, N.Y., 
108.9; Albuquerque, N.MI., 108.7; 
Hartford, Conn., 108.7; Norfolk, 
Va., 108.5. 


* 


Sales Management's Research Depart- 
ment, with the aid of Market Statistics, 
Inc., maintains running charts on the 
business progress of more than 200 of 
the leading market centers of the coun 
try. Monthly data which are used in the 
measuring include bank debits, sales tax 
collections, Department of Commerce sur 
veys of independent store sales, Federal 
Reserve Bank reports on department store 
sales. 

The retail estimates 
herewith cover the expected dollar figure 
for all retail activity as defined by the 
Bureau of the Census. The figures are 
directly comparable with similar annual 
estimates of retail sales as published in 
SM's Survey of Buying Power. 


sales presented 


RETAIL SALES TRENDS 
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January 1953 will total $12.1 billion, reflecting the 
drop. However, when adjusted for seasonal influ- 


dollars amounts to $7.0 billion. The break between 1950 and 1951 
reflects a change in the Department of Commerce definition of 
retail sales to include sales of outlets going out of business in ‘52. 


Retail sales in 
normal seasonal 
ences and price change, this volume of sales in terms of 1935-1939 
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Three Index Figures Are Given 
the first being “City Index 1953 vs. 
1939.” This figure ties back directly to the 
othcial 1939 Census and is valuable for 
gauging the long-term change in a mar- 
ket. It is expressed as a ratio. A figure of 
400.0, for example, means that total retail 
sales in the city for the month will show 
a gain of 300% over the same 1939 
month. In Canada the year of com- 
parison is 1941, the most recent year of 
othcial sales Census results. 

The second figure, “City Index, 1953 
vs. 1952,” is similar to the first except 
that last vear is the base vear. For short- 
term studies it is more realistic than the 
first, and the two together give a_ well- 
rounded picture of how the city has 
grown since the last Census vear and 
how business is today as compared with 
last vear 

The third column, “City-National In 
dex, 1953 vs. 1952” relates the city’s 
change to the total probable national 
change for the same period. A city may 
have this month a sizable gain over the 
same month last vear, but the rate of 
gain may be less—or more than that of 
the nation. All figures in this column 
above 100 indicate cities where the 
change is more favorable than that for 
the U.S.A. The City-National Index is 
derived by dividing the index figure of 
the city by that of the nation. 

The Dollar Figure, “$ Millions,” gives 
the total amount of retail sales for the 
projected month. Like all estimates of 
what is likely to happen in the future, 
both the dollar figure and the resultant 
index figures can, at best, be only good 
approximations, since they are necessarily 
projections of existing trends. Allowance 
is made in the dollar estimates for the 
expected seasonal trend, and_ cyclical 
movement 

The index and dollar figures, studied 
together will provide valuable informa- 
tion on both rate of growth and actual 
size of a city market. 

These exclusive estimates are fully pro 
tected by copyright. They must not be 
reproduced in printed form, in whole or 
in part, without written permission from 
SALES MANAGEMENT, INC. 

Suggested Uses for This Data include 
(a) special advertising and promotion 
drives in spot cities, (b) a guide for your 
branch and district managers, (c) revis 
ing sales quotas, (d) checking actual per- 
formances against potentials, (e) basis of 
letters for stimulating salesmen and fore- 
stalling their alibis, (f) determining 
where drives should be localized. 

4 Pre-Release Service Is Available. 
SM will mail, 10 days in advance of pub- 
lication, a mimeographed list giving esti 
mates of retail sales in dollar and index 
form for the 200-odd cities. The price is 
$1.00 per year 


* 


*& Cities marked with a star are Pre 
ferred-Cities-of-the-Month, with a level 
of sales compared with the same month 
in 1951 which equals or exceeds the na 
tional change 
RETAIL SALES 
(S.M. Forecast for January, 1953) 
City 

City City Nat'l 

Index Index Index $ 

1953 1953 1953 (Million) 

vs vs vs. January 

1939 1952 1952 1953 


UNITED STATES 


425.3 103.0 1000 12,199.00 


JANUARY |, 1953 


Homespun Formula for 


National Brand Sales 
in 1953 


In most cities the largest and most frequent advertisers 
are the department stores, chains and supermarkets. 
They're vigorous promoters of brands -but it’s their 


own brand not national brands. 


, 


To hold their own in the battle of brands in ’53... and 
make new gains, national advertisers must base their 
promotion on Localnews Dailies. They give your ad- 
vertising the deepest possible penetration in the pay- 


off area— the home—-where decisions are made. 


No other medium gets as close to the home . . . to every 
member of the family... as the Localnews Daily. The 
reason is simple: nothing holds the attention of the 
family like local news .. . about themselves and the 
persons, places, events that stimulate so many retail 


purchases. 


To sell more in °53 ... tie in with the world’s best- 


selling literature—local news. 


“LOCALNEWS DAILIES—basic advertising medium” 


The Julius Mathews 
Special Agency, /nc. 


NEWSPAPER REPRESENTATIVES 


NEW YORK e DETROIT e CHICAGO e BOSTON 
PHILADELPHIA @ PITTSBURGH e SYRACUSE 


ONE OF NEW ENGLAND'S BEST 
Check and Double Check 


Check Middletown and what 
do you find! Per family income 
149% above the U. S. average. Re- 
tail sales right in step with that 
fast pace. What's more, it’s a well- 
balanced market with plus sales in 
all major retailing categories. 
Then check The Middletown Press 

what do you find! Only The 
Press offers complete coverage of 
the Greater Middletown Market 
(Middlesex County ) reaches 
the families shop in 
Middletown. 


Ww ho 


You can’t equal this coverage with 
any combination of incoming, non- 
local papers. 


You always get more 
in Middletown. 


THE MIDDLETOWN PRESS 


j Vv 
I - MIDDLETOWN, conn 


» mA AL arr wTAaTive 


The Julius Mathews Special Agency 


$29,012,000 retail sales 


And that’s what 


apent 


Biddeford-Saco families 


.. look at these family averages 


Retail Sales: 
state average 


$151 above the 
Food Sales: 


average 


$193 above the state 


Furniture - Household - Radio 
Sules: $88 above the state aver- 
age 


Automotive Sales: $296 


the state average. 


abov e 


Phe 
spending 


reason for this above-average 
York County's position as the 
Maine. 
tories going full-blast, maintaining peak 


Result 


is way above the Maine average 


top) industrial county in Fae- 


production schedules 


spending 


The Biddeford Journal is 
of all 


way to sell this market 


THE BIDDEFORD 


JOURNAL 


BIDDEFORD, MAINE 


Represented by 


read in 95% 


homes. It's the sure, economical 


The Julius Mathews Special Agency, Inc. 


tick 
Sr 


Alabama 


*& Birmingham 
Gadsden 

*& Mobile 
Montgomery 


Arizona 


% Phoenix 
% Tucson 


Arkansas 


*% Fort Smith 
Ww Little Rock 


California 


Bakersfield 
Berkeley 
Fresno 

% Long Beach 

% Los Angeles 

® Oakland 

Ww Pasadena 

w Riverside 
Sacramento 

%& San Bernardino 

*% San Diego 
San Francisco 
San Jose 

% Santa Barbara 
Stockton 
Ventura 


Colorado 


Colorado Springs 
Denver 
Pueblo 


RETAIL SALES 
(S.M. Forecast for January, 1953) 


City 
Index 
1953 
vs 
1939 


City 
Index 
1953 
vs. 
1952 


95.7 
101.6 

99.4 
103.8 
106.2 
103.8 
103.0 
110.9 
102.3 
113.2 
108.9 
102.9 
102.7 
106.1 
102.1 

96.6 


City 
Nat'l 
Index 
1953 
vs. 
1952 


$ 
(Million ) 
January 
1953 


RETAIL SALES 

(S.M. Forecast for January, 1953) 

City 
Nat'l 
Index Index Index $ 
1953 1953 1953 (Million) 
vs vs vs January 
1939 1952 1953 


City City 


Connecticut 


*% Bridgepoit 
ww Hartford 
%& Middletown 
New Haven 
w Stamford 
w% Waterbury 


393.9 
390.6 
328.0 
322.3 
445.5 
343.0 


109.8 
112.0 
105.6 
101.5 
106.8 
105.6 


Delaware 


%& Wilmington 430.2 105.2 


District of Columbia 


Washington 411.0 100.2 113.98 


Florida 


& Jacksonville 

*® Miami 

® Orlando 

% Pensacola 

& St. Petersburg 
%& Tampa 


Georgia 

*® Atlanta 

w® Augusta 

& Columbus 
Macon 

%& Savannah 


Hawaii 
% Honolulu 


Shake Hands With 
A Big Businessman 
—the Salem Grocer 


. a very important man in your local 
cash 
~ing a tune of $48,903,000 yearly. 


sales picture. Grocery registers 


Families that spend 43°. above the na- 
for food solid 
market for all types of commodities and 


tional average form a 


-“ery ices, 


These 41,900 families in a single mar- 
ket are the 


buying power in Essex County. 


greatest concentration of 


They can be reached profitably through 
The News. The 
daily that offers effective coverage of 
the entire Salem City Zone. 


THE SALEM 
EVENING NEWS 


SALEM, MASS. 


Salem Evening only 


Represented by 


The Julius Mathews Special Agency, Inc. 


SALES MANAGEMENT 


RETAIL SALES 
(S.M. Forecast for January, 1953) 
City 
City City Nat'l 
Index Index Index $ 
1953 1953 1953 (Million) 
vs vs Vs January 
1939 1952 1952 1953 


Idaho 


Boise 362.5 96.5 5.51 


Ilinois 
¥%& Bloomington 
Champaign- 
Urbana 
Chicago 
Danville 
w® Decatur 
East St. Louis 
Moline-Rock Is- 
land-E. Moline 
Peoria 
Rockford 
Springfield 


Indiana 


Evansville 
% Fort Wayne 
Gary 
Indianapolis 
Muncie 
South Bend 
Terre Haute 


lowa 


Cedar Rapids 355.3 101.9 
Davenport 363.1 101.1 
Des Moines 304.9 100.7 
Sioux City 315.5 93.7 
Waterloo 351.0 99.2 


Pittsfield Stays 
On Top 


The November 10th Sales Man- 
agement study shows that Pittsfield 
continues as the state’s leading 
mass market. . 

No. | in Per Capita Retail Sales 
No. {| in Per Family Retail Sales 
among all metropolitan markets 

in the state! 

And take a look at Pittsfield’s 
ranking among the country’s 164 
metropolitan areas 128th in pop- 
ulation 


BUT 


46th in Per Capita Retail Sales 
471th in Per Family Retail Sales 


\ sales success story that warrants 
more sales and advertising activity. 
And this great market is served by 
one newspaper with 100% cover- 
age of the city zone and 78 cov- 
erage of the entire county, 


THE BERKSHIRE 


EAGLE 


PITTSFIELD, MASS. 


The Julius Mathews Special Agency, Inc. 


JANUARY | 1953 


RETAIL SALES 
S.M. Forecast for January, 1953) 
City 
City City Nat'l 
Index Index $ 
1953 1953 (Million) 
vs. , vs. January 
1939 g 1952 1953 


Kansas 


% Hutchinson 
Kansas City 

% Topeka 

% Wichita 


Kentucky 


& Lexington 339.5 
*& Louisville 426.4 
% Paducah 611.9 


Louisiana 


%& Baton Rouge 
Ww New Orleans 
%& Shreveport 


Maine 


% Bangor 307.9 
Lewiston-Auburn 286.4 
® Portland 277.2 


Maryland 


*% Baltimore 
Cumberland 


Massachusetts 


Boston 265.4 
Fall River 282.1 
Holyoke 300.7 
Lawrence 266.8 
Lowell 375.6 
Lynn 350.4 
New Bedford 287.9 
Ww Pittsfield 319.8 
Salem 328.7 
w Springfield 313.7 
w& Worcester 358.4 


PADUCAW’S 
Ridin’ 
High ! 


Nation's No. 1 High Spot City. 
$950 million atomic energy piant 


going up—plus world's largest 
electric power pool. 


Nation's greatest gain in bank 
clearings during 1951. 


Good time to advertise in— 


Vee Paducah Sun Democrat 
29,513 Paducah, Ky. R.O.P. 


ABC Color 
Burke, Kuipers & Mahoney 


PORTLAND, 
MAINE 


Offers a 1953 sales 
opportunity that's 
hard to beat 


Because 


It's the largest Metropoli- 
tan County Area north of 
Boston. 


It's self contained. 


It's the largest Wholesale 
Area north of Boston. 


It's a Basic New England 
Test Market. 


It's the largest Newspaper 
Circulation north of Bos- 
ton. 


Its high income comes from 


year ‘round employment. 


Its newspapers enable you 
to cover a large outside 
area not reached by any 
other newspaper. 


Its Summer Vacation trade 
spends Millions of Dollars in 
local stores. 


Its people are brand con- 
scious and spend freely for 
the things they want. 


PRESS HERALD 
EVENING EXPRESS 
SUNDAY TELEGRAM 


Represented by 


The Julius Mathews Special Agenes 


They Aim To Please... 


And that’s just what merchants 
in the Little Falls market do. 
Their satisfied customers picked 
up the tab for $29,102,000 of re- 


tail sales . . . $8,730,000 for food, 
$2.037.140 for general merchan- 
dise. $1,746,120 for furniture- 
ss 


household goods, $41,656,320 for 
automotive, $582,040 for drugs. 


ene 
And for most of the 30,000 peo- 
ple who rack up this sales vol- 


ume The Little Falls Times 


is their own newspaper 


ag oe 
welcome daily visitor in 75 


the homes in the entire market 


area . . . a dependable news 
source and guide to buying im- 
pulses ... your advertising be- RETAIL SALES 
comes your salesman when you (S.M. Forecast for January, 1953) 
City 
City City Nat'l 
Index Index $ 


Little Falls Times -— 
Ss, N. T. 


Represented Nationally by Michigan 
The Julius Mathews w Battle Cree’ 

%& Bay City 

spon Agency, lnc. Detroit 


& Flint 


talk through the pages of 


NORTH JERSEY'S 
PREFERRED CITY 


Passaic-Clifton, North Jersey’s only “pre- 
ferred city” this month, will have a sales 
volume of more than $13,900,000 . . . 3.8% 
higher than January, 1952, according to 
Sales Management’s forecast. No other 
North Jersey Highspot city tops this per- 
centage increase. 


The Herald-News .. . with the largest circulation of 
all Bergen and Passaic County newspapers . . . offers 
national advertisers January’s best opportunity for 
increased sales in North Jersey. 


THE HERALD-NEWS 


OF PASSAIC-CLIFTON, N. J. 


New York General Advertising Office—James J. Todd, Mgr. 
15 West 45 Street, New York 36, N. Y.—Columbus 5-5528 


City 
Nat'l 
Index $ 
1953 (Million) 
vs. January 
1952 1953 


Michigan (cont.) 
Grand Rapids 404.9 
%& Jackson 406.2 
Kalamazno 410.1 
& Lansing 538.3 
% Muskegon 418.5 
% Pontiac 393.0 
% Royal Oak- 
Ferndale .. 512.0 
Saginaw 410.1 


Minnesota 


Duluth 
Minneapolis 
St. Paul 


Mississippi 


% Jackson 


Missouri 


w& Kansas City . 
St. Joseph .. 
St. Louis 
Springfield 


Montana 
%& Billings 
Butte 
Great Falls 


Nebraska 


%& Lincoln .. 
Omaha 


Nevada 
Reno 381.6 


New Hampshire 


Manchester 340.5 
Nashua 294.0 


New Jersey 


Atlantic City . 

%& Camden 
Elizabeth 

w Jersey City- 

Hoboken 

Newark 

& Passaic-Clifton 
Paterson 
Trenton 


New Mexico 
w Albuquerque 891.3 


New York 


® Albany 7 397.7 112.2 ; 20.76 
%& Binghamton .. 326.6 107.6 \ 9.57 
* Buffalo 358.9 103.4 61.84 
*® Elmira 401.6 116.1 7.43 
% Hempstead 
Township 783.0 114.6 63.74 
Jamestown 361.4 99.1 ; 5.24 
w& New York 334.0 105.4 i 734.09 
Niagara Fails 336.9 97.6 } 8.22 
w Rochester . 317.1 106.2 ; 37.10 
Rome 417.1 102.9 : 3.42 
Schenectady 360.1 101.2 ! 11.09 
w& Syracuse . 333.6 104.2 ; 24.35 
Troy 338.7 99.3 ’ 7.96 
Utica 355.6 99.9 A 11.06 


SALES MANAGEMENT 


RETAIL SALES 
(S.M. Forecast for January, 1953) 


Sell The Mirror City 


City City Nat'l 
Index index Index $ 


Readers | Paes 1953 1953 1953 (Million) 


vs vs. January 


vs. 
ALTOONA sais rm 


“TEST TOWN" 
Only the 


North Carolina Globe-Times 
. and you've sold this en- H Asheville 5 ; covers 
tire thriving market with a Charlotte 


yearly retail sales volume ex- ltr zi : . Bethlehem... 
w& Greensboro 


ceeding $ | 30,000,000. w& Raleigh 


Advertising in the Altoona Pend 


Mirror is read daily in 98°, of % Winston-Salem. 410.9 
all Altoona homes, and 95.4%, 
of the homes in the Altoona North Dakota Pennsylvania's 
(ABC) City Zone. Fargo ....... 372.1 3rd largest 


ALTOONA'S ONLY Ohi market! 
EVENING NEWSPAPER a 
RICHARD E. BEELER rat 
Advertising Manager ¥& Cincinnati 


Cleveland 
%& Columbus 


% Dayton : 
Oona *% Mansfield .. 
ed Springfield 
%& Toledo 


mcs. os ime ‘va “elt Dye Bethlehem Glode-Times 
Mirror. on Rolland L. Adams, President 


De Lisser, Inc., national representatives 
Oklahoma 


%& Bartlesville 
& Muskogee 
% Oklahoma City. 


Oregon 


Eugene 556.8 
® Portland 316.0 


AVERAGE DAILY we Salem 420.0 
NET PAID 
CIRCULATION 


Pennsylvania 


... key city of 


Pennsylvania 
Allentown 360.0 
Altoona ‘ 287.3 
Bethlehem 470.5 
w Chester , 412.7 
Erie , 445.2 
® Harrisburg . 422.0 : ; 
Johnstown 284.2 : On the job! 
Lancaster 292.7 . 


W Norristown. 343.1 Our volunteer speakers are 
Oil City . 237.3 


DEMONSTRATING Philadelphia 351.4 98. saving thousands of lives to- 


& Pittsburgh 361.6 5 day ...in factories and offices, 


THE SENSATIONAL a, ae at neighborhood centers and 


GROWTH OF THE Wilkes-Barre . 265.0 . at organization meetings all 
Vork .. 304.4 over this land... showing peo- 
NORRISTOWN MARKET ple what they can do to pro- 


tect themselves and their fam- 

coe prendre Re «os for full ilies against death from cancer. 
“The Greater iladel phia ‘ ‘ 

Area!” population, sales / For information just telephone 

. the American Cancer Society 


*.% Se ” 
Gimes ernld¢ foninc /f cab et par ied tee aii 
Ma NORRISTOWN : 


Represented Nationally By 
The Julius Mathews Special 


Agency Buying Power 


American Cancer Society 
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Springboard 
"ha R. 1. Sales 


a 


Then to rea 
ahead - - - 
story to the 
fast-spending 


rich industria 


a CALL blankets this 
; here average fam- 
exceeds the 
rage in every 
category: 


market—w"" 
ily spending 
Rhode island yet ; 
retail sale 
se these eage! prespe 
— springboar your haan 
through the area * one 


town daily, the— 


Newport, R. |. Market 


Where the city is the RICHEST in 
the State, and the trading area is 


RICHER than the city. 
Ne wport 


$1,913 per capita income 


Newport County: $1,956 per capita in 


ecapiiie 
lop every city and county in R. | 


There's ONLY ONE DIALY NEWS 
PAPER published for this market 


The Newport Daily News 


Represented by The Julius Mathews 
Special Agency, Inc. 


Sales Executive For 
Nationally Known Corporation 


Prominent, long-established or- 
ganization with district offices 
throughout United States is 
seeking experienced man quali- 
fied to be national sales manager. 
Salary to fit individual and posi- 
tion. Please send all details, to 
be kept confidential, in first let- 
ter. Box 2927. 


RETAIL SALES 
(S.M. Forecast for January, 1953) 
City 
City City Nat'l 
Index Index Index $ 
1953 1953 1953 (Million) 
vs vs vs January 
1939 1952 1952 1953 


Rhode Island 


Providence 304.0 101.7 
Woonsocket 338.3 92.7 


South Carolina 


% Charleston . 429.5 
% Columbia 509.6 
Greenville . 471.7 
Spartanburg .. 614.1 


South Dakota 


we Aberdeen .... 546.2 
Sioux Falls 368.8 


Tennessee 


Chattanooga 
Knoxville 
Memphis 

® Nashville 


Texas 


%& Amarillo 

% Austin 

w%& Beaumont 

%& Corpus Christi 

*& Dallas 

w El Paso 

w® Fort Worth 
Galveston 

%& Houston 

w®& Lubbock 
San Antonio 

%& Waco 

®& Wichita Falls 


Utah 


Ogden 
Salt Lake City 384.7 


Vermont 


%& Burlington 
Rutland 


Virginia 
Lynchburg 

tw Newport News 

& Norfolk 

Ww Portsmouth 


w Richmond 
Roanoke 


Washington 


*& Seattle 384.9 
®& Spokane 351.8 
Tacoma 369.1 
Yakima 3414 


West Virginia 

%& Charleston 413.3 

%& Huntington 398.1 
Wheeling 335.0 


Wisconsin 


Appleton 
Green Bay 
% Madison 
w® Milwaukee 
® Racine 
Sheboygan 
Superior 


Wyoming 
w® Casper 
w& Cheyenne 


RETAIL SALES 
(S.M. Forecast for January, 1953) 
City 
City City Nat'l 
Index Index Index $ 
1953 1953 1953 (Million) 
vs vs vs January 
1941 1952 1952 1953 


CANADA 


Alberta 


% Calgary 482.8 126.1 
%& Edmonton 480.5 114.7 


British Columbia 


w Vancouver . 431.0 107.0 101.9 
*% Victoria 373.0 106.1 101.0 


Manitoba 


%& Winnipeg 346.7 106.3 101.2 


New Brunswick 
Saint John 220.7 


Nova Scotia 
Halifax 289.1 


Ontario 


Hamilton 

London 
%& Ottawa 
%& Toronto 

Windsor 


Quebec 


Montreal . 306.7 
Quebec ... 315.7 


Saskatchewan 
we Regina .. 367.9 113.6 108.2 


10 WEEK INVENTORIES 
OF 
GROCERY SALES 


Send for your complimentary copy 


“Bayonne cannot be sold from the outside"’ 


THE BAYONNE TIMES 


BAYONNE, NEW JERSEY 


BOGNER & MARTIN 


Nationally 
Represented By 


SALES MANAGEMENT 


INDEX TO ADVERTISERS 


Aero Mayflower pene aad 
Agency: Sidener & Van Ri 
Air Express Division Railway Express 
Agency: Robert W. O & Associates 
Air Force Times . 
Agency: Clinton D.C 
Altoona Mirror 
Army Times 
Agency: © nton D.C 
Aviation Age ... ° : 
Agency: Hazar 1 Adve tising 
Bethlehem Globe Times 
gency: Harvey B. Nels Adver tising 
Batten, Barton, Durstine & Osborn 
Suyeane Times .. 
Agency: Harvey B "Ne 
Biddeford Journal 
Buffalo Evening News 
Agency: The Moss-Che 
Business Week . aetna peas 
Agency: Ellington & Company, Inc 
Canton Repository : 
Agency: Richard L. Grossman Advertising 
Come ey , 
gency is Edwin Ry an 
Chicege Thrift Etching Corporation . 65 
Agency: Lamport, Fox Prel! & Dolk, Inc 
Chicago Tribune P oe 4th Cover 
Agency: N. W. Ayer & Son 
Cincinnat) Times-Star 20 
Agency: The Chester C More and nenaneiag 
Cleveland Plain Dealer . ’ 
Agency: Lang, Fisher & Stashower. Inc. 
Dallas Morning News 
Agency: Randall Perry Advertising 
Delta Air Lines ‘ cee 
Agency: Burke Dowling Adams inc 
Detroit News ; 
Agency: W. B Doner & Company 


RICH 
CENTRAL 
FLORIDA 


Where the Qranges Grow 
Where the (attle Graze 
AS AN 


ISLAND 
MARKET 


COVERED ONLY BY 
ORLANDO SENTINEL-STAR 


MORNING-EVENING-SUNDAY 
ORLANDO, FLORIDA 


Not. Rep. BURKE, KUIPERS G MAHONEY 


& Company 


& Compeny 


A ivertising 


e Company 


SALES ENGINEER 


We are seeking a top-flight man, 
under 40, who is anxious to as 
sume real responsibility with a 


leading manufacturer of heavy 
earth-moving equipment. He will 
probably be a college graduate in 
civil or mechanical engineering, 
who has had five years of sales 
or field experience around earth- 
moving equipment. He wants to 
tackle the big jobs; road-build- 
ing, mining, dams and air fields. 
He likes to contact top construc 
tion and mining men in the field. 
He will travel on a good salary 
with expenses plus a bonus ar- 
rangement to reward his initia- 
tive. 


If you are this man, please send 
a complete description of your 
qualifications to Box 2926. 
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Duplicate Photo Service 
Agency: Byron H. Brown & Staff 


Emery Air Freight Corporation 
Agency: J. M. Mathes, Inc 


Flying Tiger Lines .. ; 
Agency: Hixon & Jorgen nsen Adver ising, 
Fountain & Fost Food , 
Agency: Media Promotion Or rganize ation 
Four Wheels, Inc. . : , 

Agency: H. M. Gross Agency 


Robert Gair Company, inc. ee 
Agency: Wortman, Barton & Spohn Inc 
Jomes Gray, Inc. aera 
Agency: Hickey Murphy St "George, Inc 

Greensboro News Record 
Agency: Henry J. Kaufman & As sociates 


Haire Publishing Company 

Agency: Ben Sackheim Inc 
Hartford Courant 

Agency: Baker Advertising 
The Schuyler Hopper Company 
House Beautiful 

Agency: Anderson & Cairns 


Industrial Equipment News .. 

Agency: Laughlin Wilson Baxter & Persons 
Industrial Maintenance . 

Agency. Walter S. Chittick Company 
Inland Lithograph Company “pe 

Agency: The Vanden Company, Inc 


Edward Lamb Enterprises Inc. 
Agency: The Yount Company 

Little Falls Times 

Louisville Courier Journal & Times .... 
Agency: Zimmer McClaskey Advertising 


Julius Mathews Special Agency .. 
McCall's Magazine 

Agency: Cunningham & Walsh Inc 
Middletown Press 


Navy Times 

Agency: Clinton D. Carr & Ganpaty 
Newport News 
Norristown Times Herald 


Orlando Daily Newspapers i 
Agency: Robert Hammond Associates 


Packaging Parade .... 
Agency: The Vanden Company, 
Paducah Sun Democrat 
Passaic Heraid News ..........-- 
Penton Publishing Company 
Agency: Beaumont, Heller & Sperling 
Pittsfield Berkshire weaned =e ; 
Practical Builder ........ 3rd 
Agency: Hal Stebbin;, Inc 
Fortliand (Mc.) Press Herald-Express 


Redbook Magazine .... oreo cme 
Agency: Ellington & Company “Inc 

Roanoke Times & World News ......... 
Agency: The Gasman Levin Company, Inc 


St. Louis Post Dispatch ... 
Agency: Gardner Advertising Company 
St. Paul Dispatch Pioneer Press . 
Agency: Ephraim oo Advertising 
Salem Evening News 
Salisbury Post 
Agency: The J. Carson Brantley 
Advertising Agency 
Sales Tools, Inc. eves 
Agency George F Koehnke, Inc 
San Jose Mercury News , 
Agency: Todd & Associates 
South Bend Tribune .. ree Te 61 
Agency: Lamport, Fox, Preli & Dolk, In 
State Teachers Magazines, Inc. ..... 17 
Agency: M. Glen Miller Advertising 
Sweet's Catalog Service ‘ occes S485 
Agency: The Schuyler Hopper Company 


Technical Service, Inc. eee 66 
Agency: Charles M. Gray & Associates 
J. Walter Thompson 


U. S. News & World Report 

Agency: The Caples Company 
Utilization 

Agency: Henry J Kaufman & Assoc ‘iates 


WHEBF (Moline, Rock Island, Ill.) 
Agency: C. T. Hanson Advertising 
WIOD (Miami) 
Agency: Robert E. Clarke & Assoc iates 
WOAI-TV (San Antonio) 
Agency: Wyatt Advertising Agency 
WOR (Mutual) (New York = 
WTVYN (Columbus) .... 
Agency: The Yount Company 
Waddell Company 
Agenc Advertising Council 
David hite Company ; 
Agency: Kiau-Van Pietersom Dunlap Associates 
Winston-Salem Journal & Sentinel nae 69 
Agency: Bennett Advertising Inc 
Woman's Home Companion 
Agency: McCann-Erickson Inc 
Woonsocket Call 
Agency: Gordon Schonfarber & Associates 
Worcester Telegram-Gazette ... 71 
Agency: C. Jerry Spaulding Inc 


PROFITS ARE BIGGER IN 


: Fat Food 


Sound selling to the restaurant trade 
means following the trend of Amer- 
icaneating...to fastfood. Here’s why 

In fast-service eating places, twice- 
as-many-customers-per-seat means 
more meals . . . more profits. Twice 
the turnover per seat means more 
restaurants and hotels turning to 
counter service . more fast food 
eating places going up everywhere 
This means quantities of new equip- 
ment needed . .. by new places... and 
by operators constantly on the alert 
for new methods of building traffic, 
Speeding turnover, upping profits. 


HOW TO SELL 40,000 FAST FOOD RESTAURANTS 


This is the growing part of the res- 
taurant business (the profit slice)! It's 
big business with big new problems 
that need help. Help in planning lay- 
outs, menus and merchandising . 
help in business management for 
greater profits. 

Today, 40,000 fast food eating 
places get just that guidance from 
FOUNTAIN & FAST FOOD. The 
magazine that for fifty years helped 
the soda fountain to grow is now 
helping its lusty offshoot—the count- 
er restaurant—to grow much bigger. 


MORE ADVERTISING FOR BIGGER BUSINESS 


Well worth watching today is the ad- 
vertising growth of FOUNTAIN & 
FAST FOOD... matching the growth 
of the market and the magazine. It's 
the place where more advertisers are 
reaching out for more sales. 


FOUNTAIN & 
FAST FOOD 


The magazine serving counter 
and fountain restaurants 


386 Fourth Avenue 
New York 16, N. Y. 
A BILL BROTHERS PUBLICATION 


51st Year of Publication 


I te cae, 


A calendar, as | said for an adver- 
tiser recently, is something that goes 
in one year and out the other. Burt, 
there’s a certain stimulus about a new 
yvear... to a nation, a business, an 
individual. You sense it the moment 
the whistles and bells sound-off at 
midnight on December 31. 


In Cardiff, Wales, a man was fined 
one pound sterling for stealing salt. 
His name: Lott! 


(;.H.D. asks if we’ve heard about 
the chap who couldn’t see the trees 
for Old Forester. He further won 
ders if the editor of the Mlinnesota 
Mining & Manufacturing Magazine 
ever thought of setting up Hts columns 
4 ems wide? 


PRIZE-FIGHTER: A befiever in the 
lay-away plan. 


‘Toms: The origin 
box. 


safe-deposit 


“Harriet the 
moose was on the lobse at Washing- 
ton Park today.” Issocgated Press. 


Rhythm Section: 


Aside to Walter Sturgeon, s.m. of 
Destilerias Hiram Walker e Hijos, 
Buenos Aires: Thanks for the letter 
saying you've been reading us for 
years. Thanks, too, for the Spanish 
magazines, a nice challenge in the 
field of translation. 


I often wish that the late Luthe: 
Burbank might have come up with a 
seedless Tokay grape. 


“*What funny names these Chi 
nese towns in the news have,’ said 
the man from Schenectady, as he read 
a Poughkeepsie newspaper, on his 
way to meet a friend in Hoboken.” 


Rig gS Reel. 


80 


BY T. HARRY THOMPSON 


The Country Drummer reports a 
highway-safety sign reading: ““ScHoo! 
Go Slow—Don’t Kill a Child.” 
Underneath, in a childish scrawl, was 


penciled: “Wait for a teacher!” 


Lives of ancestors remind us, 
We give portraits to our kin. 
And, departing, leave behind us 
Relatives who point and grin. 
Louisville Courier-Journal. 


Jimmy Starr reports one Hollywood 
marriage that curdled so quickly, the 
bride sued for custody of the w edding- 


cake. 


Herb Dickson says: “After all, it 
isn’t so much a matter of /Q as it is 


1 Will!’ 


As the guest of Agencyman Wes 
Kcoff, I had the pleasure of hearing 
Agencyman Jack Cunningham, of 
Cunningham & Walsh, admonish the 
Philadelphia chapter of the 4 A’s to 
“Never underestimate the power of 
advertising.” It was as amusing as it 
Was reassuring, 


I wish the makers of two-toned 
typewriter-ribbons would carry the 
black a smidgin below center, in ordet 
to take an underscore in black, in 
stead of a dirty mixture of black-and 
red. 


Recommended reading: “The 
President’s Lady,” by Irving Stone 

. a Stirring story of pioneer Amer- 
ica, woven around Rachel and An- 
drew Jackson, 


Family Finance Corporation 
doesn’t go after loans with any ordin- 
ary, run-of-the-mine /ow rate. It off- 
ers a “low, low” rate! 


Nitr—“How would you head a 
news-story about a billy-goat that 
swallowed a rabbit?” 

Wit—* ‘Hare In The Butter’.” 


“Sewing Machines Stolen trom 
Auto.”” — Headline. By some dirty 
sew-and-sew, obviously. 


Capsule Editorial: Honed to a fine 
point, words can stab like a stiletto. 
Think twice, therefore, before plung- 
ing such a weapon into the flesh of a 


friend. 
oe 


Name for a ready-to-wear line of 
evening-gowns : ‘Low-and-Behold.” 


Columnists, by and large, are con- 
ceited asses. They always know the 
news before it happens, such as whom 
a President will appoint to his cab 
inet, even before he himself knows. 


First singing commercial I can re- 
member was a gag in a musical com- 
edy whose name I have since forgot 
ten. The song: “‘Hammacher, Schlem- 
mer, I Love You.” 


Suggested, familiar-sounding name 
for oleomargarine: “Bread-spread. 


There's a laconic orison in a Crypt 
ogram couplet I just worked out: 
‘“Teach me to live that | may dread 

the grave as little as mv bed.” 


Aside to Walter Sturgeon, men- 
tioned previously: What's a “‘diri- 
gente’? I can't find it in my Spanish- 
English dictionary. I know that 
“dirigir’’ means to direct, and that 
“gente” means people; but | can only 
guess that “dirigente de ventas’ may 
mean directors of sales, 


SEASIDE Lot: A site for shore eyes. 
e 
It is Opportunity who knocks, but 


Lady Luck who lifts the latch and 


walks in. 
e 


Marxism never changes. You can’t 
teach an old dogma new tricks. 


The column wishes each of vou a 
Happy New Year! 


SALES MANAGEMENT 


Paacrica 
.BuiLper 


“Weeds Settenigity ° 


Yes, when you're in PB you’re in! 

You’re “in solid” with the builder-contractors 
who count. Take, for instance, this recent 
comment from Albert Balch of Seattle — 

one of America’s outstanding home builders 
and community developers: “We want to 
express our thanks for the fine things 

you have done in your magazine the past 
year. Truly an outstanding job! 

And I like to read the advertisements 


almost as much as the news.” 


The success of practical builder js a sermon in simplicity 


and sincerity. Here is a book that does not attempt to fool or hypnotize its readers. 
Or its advertisers! Here you find no phony stage setting; 
no clap-trap or artifice; no extraneous features; no pictures and words 
that may be sensational but lack meat and meaning. Here is a practical publication 
serving a practical industry. Here are readers who believe what they read. 
Here are advertisers who turn that belief into sales 


for their product. Small wonder PB is... 


... Of the light 
construction industry 


© iwoustria PUBLICATIONS, INC., CHICAGO & 


Taq n 
Y Io in 
y 


Persone, Sel}; 
Ng 


Growth of 
Store-controlled brands 


More self-service 


Competition for 
store display 


Is your advertising 
geared to the job ahead in 1953? 


Major developments in retailing: during 1952 
point up this basic fact: 


To make sound sales gains in the 
months ahead, the brand manufac- 
turer must build and continue to 
strengthen a consumer franchise for 
his product. 


As conditions work adversely against personal 
selling at the retail level, advertising will have to 
build this consumer franchise. More than ever 
before, advertising will determine the winners in 
the battle for strong brand preference which has 
become the key to greater profits. 

Is your advertising geared to the job? 

[It is when you plan your promotion according 
to the Chicago Tribune’s consumer-franchise 
plan. Proved successful time after time by manu- 
facturers who have used it in the important Chi- 


cago market, it is a procedure you can apply 
profitably in any market. 

Thru the Tribune’s plan, you get more than 
consumer awareness. You get consumer demand 
because your advertising sells according to the 
way your prospects buy. 

It produces the volume and quick turnover re- 
tailers must have. It enables your salesmen to 
sell more and earn more. 

A Chicago Tribune consumer-franchise plan 
can help you get immediate sales increases in 
Chicago without resort to costly deals. It can 
earn greater returns on every dollar of your 1953 
Chicago advertising appropriation and help you 
hold your gains. 

For full details, ask a Chicago Tribune adver- 
tising representative to get together with you and 
your advertising counsel soon. Why not call him 
today? 


CHICAGO TRIBUNE 


THE WORLD'S GREATEST NEWSPAPER 


ADVERTISING SALES REPRESENTATIVES 


Chicago New York City Detroit 
A. W. Dreier E. P. Struhsacker W. E. Bates 
1333 Tribune Tower 220 E. 42nd St 
SUperior 7-0100 MUrray Hill 2-3033 


Penobscot Bldg 
WOodward 2-8422 


San Francisco Los Angeles 


a k & Chamberlin Fitzpatrick & Chamberlin 
155 Montgomery St 1127 Wilshire Blvd 
GArfield 1-7946 Mlchigan 0259 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


